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Kvervbody's Singing 
Praise for SunCrest Flavors 


Delicious SunCrest flavors are tops on the sip parade of kids 
and grown-ups everywhere. SunCrest, in any of many quality 


flavors, offers fresh and pure enjoyment. 


SunCrest is a boon to bottlers, too—one attractive bottle... 


a well-known name, and a wide range of always-popular flavors. 


Investigate SunCrest franchise openings today! 
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Wie not of industry-shaking significance, 
the subject of the dietetic-type beverages has 
become sufficiently important for at least one 
State association to schedule two speakers to 
practically debate the pros and cons of the sub- 
ject. In publishing the full text of both talks, 
in parallel, our purpose is to give full play to 
the various differences of opinion, and the 
shades of these differences, as to whether the 
non-nutritive sweeteners are, or are not, po- 
tential dangers to normal soft drinks, on both 
short term and long range views. It is to be 
expected that the manufacturers of the artificial 
sweeteners and the sugar people be on opposite 
sides of the fence, but bottlers too are sharply 
divided in their opinions. The “debate in print” 
in this issue should do much to clarify the ques- 
tions, even if it does not provide the answers. 
& * * 

If it is not a problem with the product, there 
is always the problem of price. Two of our ar- 
ticles in this issue point to an adequate price 
as the only answer to most, if not all, of our 
problems. One bluntly declares a proper price 
(to produce a business-like profit) is a cure-all 
for such things as manpower—getting it, hold- 
ing it and making it effective; for the type and 
quantity of advertising and promotion the in- 
dustry needs; for the preservation of shaky 
plants in general. The other article expounds 
the view that container losses, being a normal 
constituent of the bottling business, should be 
remedied by price adjustment, rather than a 
deposit increase. Both are interesting and well 
thought out expositions on our most pressing 


problems. ‘ 


Problems are what bottlers seem to have 
most. Our thumbnail interviews with bottlers 
all over the country continue to bring them out 
They run in well defined and expected channels 
and prove, beyond the fact that bottlers do 
have troubles, that a bottler in the South is no 
different from one in the North, or East or any- 
where, 


; 


A half-dozen more conventions are reported 
and pictured in this issue. Bottlers and supply- 
men spend a lot of time and money participat- 
ing in and attending the thirty-odd meetings 
held each year. For the last few years, they 
have been more concerned with the business 
aspects of the meetings than with their social 
possibilities. This is a reflection of the times 
and a good sign—business before pleasure or 
there won't be a business! 
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Seek Uniform Carton 
Deposit In New York State 


A drive to encourage the establishment of uni 
form carton deposits, state-wide, has been launched 
by the New York State Bottlers of Carbonated 
Beverages 

The plan is now being presented to the many 


local associations in the state 


7-Up Boosts to $1.40 
In Key Illinois Markets 
The Peoria (II 


(-Up operation, last month increased its prices. in 


Seven-Up Bottling Co., a Joyce 
Peoria and five other Illinois cities from 9%6c¢ to 
41.40 per case. At last reports, Coca-Cola in Peoria 
was selling at SO cents per case. 

Peoria 7-Up is the second big franchise chain in 
[Hinois to adopt the $1.40 wholesale price. In 1950, 
the Hayes Coca-Cola chain raised to $1.40 in Du 
Quoin and several other Illinois markets 

Joyce 7-Up plants have led other big price breaks 
Several months ago, the Joyce 7-Up plant in New 
Rochelle, N. Y., which serves N.Y. C., boosted from 


§6¢ to $1.20. 


Bottle Price Hike Expected Soon 


There were growing evidences last month that 
another increase in the price of bottles is on the 
way. Three prominent glass makers indicated as 
much in their annual reports. 

Thatcher Glass Manufacturing Co. noted that 
“prices have not kept pace with increased costs” 
and added: “‘‘With decontrol of glass container 
prices we propose to Increase our prices to 
correct this situation” 

Anchor Hocking Glass Corp. commented: “In 
view of the abandonment of price and wage con 
trols earls in 1953 it would appear that prices and 


costs will now seek their natural level in a free 
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Owens-Illinois Glass Co. said: “The partial price 
relief secured (in 1952) was much less than the 
increase in labor, material and the transportation 


costs”’. 


And NBG’s Pacific Coast correspondent reported : 
“Higher prices for beverage bottles are expected 
to follow the pay raises of from 10 cents to 16 
cents an hour granted machine operators and ap 
prentices in four glass container plants in the San 
Francisco Bay area. The increases involve workers 
at the Hazel-Atlas and Owens-Illinois plants in Oak 
land, United Glass Co. in Hayward, and Glass Con 


tainers, Ine., Antioch.” 


Coke, Pepsi Show Record 
High Sales in 1952 


The Coca-Cola Company and the Pepsi-Cola Com 
pany, the one-two sales leaders in the soft drink 
industry, have both reported record-high sales for 
1952. 

Gallon sales of Coca-Cola for 1952 were the 
largest in the company’s 67-year history, and the 
company’s net profit for last vear amounted to $27, 
274,774, as against $26,123,838 in the previous year, 


H. B. Nicholson, President of Coca-Cola, reported. 


Pepsi-Cola President A. N. Steele reported that 
Pepsi's record high for domestic case sales in 1952 
represents a gain of 17.4 per cent over 1951 and 
a gain of 34 per cent over 1950. Starting with Sep 
tember 1950, Steele added, reported case sales of 


Pepsi-Cola have shown a gain over the correspond 


ny month of the preceding year, and this steadily 
accelerating progress continues in the first months 


of 1953 Pepsi's 1952 net income was $3,880,362, 


compared with $2,632,181 for 1951 


Both companies also reported stepped-up foreign 
business. “The increasing acceptance of our prod 
uct in other lands is gratifying,” said Coke Presi 
dent Nicholson, “Coca-Cola is now available to peo 


ple in ¥6 countries possessions and territorie 








Pepsi President Steele reported that case sales 


by export bottlers reached an all-time high in 1952, 
representing an increase of 15 per cent over 1951 


and a full 50 per cent gain over 1950 


Mr. Steele, commenting further on Pepsi-Cola’s 


progress, also declared that: 


(1) Pepsi-Cola’s working capital for 1952. to 
talled over $16 million, an all-time peak. (2) Stock 
holders’ equity during 1952 also scored an all-time 
high, rising from under $27 million in 1951 to over 
$29 million last year. (3) Close to $4 million was 
expended in 1952 for plant construction and im 
provements. (4) 17 new Pepsi plants were built) in 
the U. S., and 18 new plants were opened outside 
the U. S. in 1952. (5) Pepsi's consumption will be 
further expanded with the aid of the large Schwep 
pes network of distribution outlets to supplement 
Pepsi-Cola’s existing facilities in the United King 


dom 
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For our ad appearing in The Stephenviile 
Daily Empire, an old signature cut was 
used showing the price of Coca-Cola as 5e 


which was an error. 
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THESE CHANGING TIMES... 
In Stephenville, Tex., the 5c Coke price is “an error’. 








A.B.C.B. Board, Supplymen Meet May 7-9 


The Spring meeting of the A.B.C.B. Executive 
Board will be held May 7-9 in Washington, D. C., 
it has been announced by KE. Robert Anderson, 
Rochester, N. ¥ 
addition to executive sessions of the board, there 


will be meetings of many of the 11) special and 


president of the association. In 


standing committees which are assigned various 
phases of A.B.C.B. activities 

Many supply company officials have been invited 
to attend 


Bottlers Take Note: Minimum Wage 
Regulations Still Effective 


Recent suspension of wage and salary controls 
did not change any of the requirements of the Fair 
Labor Standards Act (the Waye-Hour law), gov 
ernment authorities point out. Regulations sus 
pended included only those fixing maximum compen 
sation under the Defense Production Act 

The Wage-Hour law, applying to all firms en 
gaged in Interstate Commerce, fixes minimum rates 
and prescribes conditions under which overtime 


must be paid 


Dietetic Drink Maker Sets 
$300,000 Ad Program 


“No-Cal’, the first) non-nutritive, Sucaryl-con 
taining soft drink to be introduced in the U.S 
(about a year ago), will receive ove S800,000 worth 
of advertising support this year, it has been re 
ported. “No-Cal”’, product of Kirsch Beverage Co., 
Brooklyn, N. Y., is now available in five flavors 
with distribution covering yvreater New York, 


Washington, New Jersey, Connecticut and Bermuda 


3 State Conventions to Go 


Only 3% state -bottlers’ meetings remain on the 
1952-1952 convention calendar 

Minnesota bottlers will meet at the Hotel Lowry, 
St. Paul, April 21-22 

North Dakota bottlers hold their meeting April 
24-25 at the Gladstone Hotel, Jamestown 

South Dakotans gather April 27-28 at the Cata 


ract Hotel, Sioux Falls 


Discriminatory Tax Bills 
Still Threaten Several States 


Several states are still faced with the possibilits 





BOTTLERS HEAR THE DR. PEPPER STORY 

Meeting recently in Dallas, Tex., some 200 Dr. Pepper 
plant owners, managers, executives, and members of their 
families listen to reports of the soft drink firm's greatest 
sales increases in 1952 and expansion plans for 1953. 
Over 800 members of the Dr. Pepper organization attended 
regional meetings in Birmingham, Washington, Chicago, 
Kansas City. Dallas, and Los Angeles. 





of a discriminatory soft drink tax. This is the situ 
ation: 

Pennsylvania, which had a soft drink tax for 
four years and then dropped it for two years, 1s 
avain considering a tax measure. A leading Penn 
<Vivania bottler calls this bill “really serious’. 

In Arizona, a bill has been introduced calling for 
a tax at the rate of 18c per case of 24 bottles. In 
Ohio, a discriminatory tax bill calling for a levy 
of T'oc per bottle up to and including one quart, 
and 2¢ per bottle in excess of one quart, is still 
alive. In North Carolina a proposed cent-a-bottle 
tax has been referred to the House Finance Com 
mittee 

Other tax bills are being consedered in Arkansas, 
Tennessee and Washington, while in South Carolina 
an attempt is being made to broaden the base of 
the existing soft drink tax. In West Virginia, ad 
journment of the legislature indicates that the 
state’s discriminatory levy will continue for at least 
another two vears 

There were one or two bright spots. The threat 
of a proposed beverage tax in Massachusetts was 
ended when the bill was reported as “Leave to 
Withdraw”. In Montana, a bill urging a beverage 
tux was killed 

Also in the legislative picture, bills have been 
introduced in’ Maine and Minnesota which would 
permit the use of saccharin and other artificial 
sweetening avents in soft drinks. And in New Mex 
ico, a bill has been introduced to prohibit the sale 


of soft drinks by or in public schools 


Calif. Court Bans Jurisdictional 
Strikes, Upholds 7-Up Plant 


The California State Supreme Court has upheld 
the constitutionality of a 1947 California law ban- 
ning jurisdictional strikes. The ruling on the Juris 
dictional Strike Act was in a case involving the 


of Los Angeles and Grocery 


Seven-Up Bottling Ce 





Drivers Local 848 which set up picket lines in an 
attempt to replace an employees’ independent union. 

The Court asserted that “wisely or unwisely, the 
Legislature has declared the policy of this State 
that an employer’s business shall not be interfered 
with or the public welfare disrupted by reason of 
an argument between two or more unions as to 


which shall be chosen to represent his employees.’ 


Coca-Cola N. Y., St. Louis 
and International Report Earnings 


Coca-Cola International Corp., and two major 
Coke plants in the U.S. recently reported on 1952 
earnings 

Coca-Cola International showed a net income of 
$6,012,121 for 1952, against $6,134,074 in 1951. 

Coca-Cola Bottling Co. of St. Louis showed a net 
income of $541,511 for 1952, against $594,024 in the 
preceding year. 

Coca-Cola Bottling Company of New York re 
ported net income of $741,751 on net sales of $17,- 
467,838, compared with a net of $695,296 on sales 


of $15,885,792 in 1951 


Flavor Makers To Meet May 10-13 


The Flavoring Extract Manufacturers Association 
of the U.S. will hold its 44th annual meeting in At- 
lantic City, May 10-13. Leading government and in 
dustry authorities will address the meeting. W. G 
Grant, National NuGrape Co., Atlanta, is president 


of the organization 


125 Exhibitors Already Signed 
for 1953 Beverage Exposition 


Initial response to offerings of space for the In 


ternational Soft Drink Industry Exposition to be 





(Continued on Page 8) 





National Bottlers’ Gazette 









There's lots more to crown 
manufacturing than just mak- 
ing good crowns. Consoli- 
dated's top quality crowns, 
the result of 49 years of ex- 
perience, give your bever- 
ages the perfect sealing they 
deserve. 


Our experienced staff of 
field men, who are special- 
ists in crown problems, will 
welcome the opportunity to 
discuss your crown problems 
with you. 
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letter or telephone call will place us at your disposal. 


_.. MEET ALL 
REQUIREMENTS... 


Measured by any standards, Consoli- 
dated Crowns are tops. Paul E. Lea, Dr. 
Pepper Bottling Co., Salinas, California, 
says: “During the five years that we 
have been using your crowns, we have 
experienced excellent service and we 
are pleased to inform you that Consoli- 
dated Cork Crowns meet all of our 
crown requirements. We bottle Dr. Pep- 
per, Canada Dry, SunCrest, Delaware 
Punch, Circle "A'' and Lemmy. This 
necessitates considerable inventory and 
frequent rehandling of cartons. We find, 
however, that the excellent quality of 
your carton protects the crowns even 
though we are compelled to stack them 


higher than usually recommended." 


From the first suggested sketch for your decoration, 
through on-time delivery of the finest-made crowns, 
Consolidated's entire organization is working for you to 


help you produce fine beverages, perfectly sealed. A 
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STATE CONVENTIONS 
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Convention 24 
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Nebraska Group Registers Top Attendance 67 
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-UP SALES 


ACM Carriers and 7 Up — a winning combination 
that helps increase sales for 7 Up bottlers. 


In modern distribution processes, the most important 
step is the moment of decision — that split second at 
the point of purchase — when a carrier becomes a 
“SHOPPER STOPPER”, and the choice is 
made of your product. That’s when your 
choice of an eye-catching ACM carry- 
home carrier, to display your product, 
makes all your advertising and mer- 
chandising plans pay off, and your 
sales curve move upward. 
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Write, wire or phone Beverage 
Division, for information, or a 
no-cost-to- you consultation, 
on ACM carriers produced by 
American Coating Mills,on ACM's 
own White Lined Kraft Board. === 
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DIVISION OF ROBERT GAIR COMPANY, INC. 
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OTHER RED SEAL 
IMITATION CHERRY FLAVORS 


Fruit Base Cherry 
Wild Cherry 
Cherry Compounds 


2 and 4 o7 


Sweet Cherry 


WARNER-JENKINSON MFG. 


IMITATION 


Even nature's own 
luscious ripe fruit cannot 
compare to the tangy, 
taste-tempting bubbly 
goodness of fine soft 
drinks made with 

Red Seal Cherry Flavors. 


co. SRED? 


= ‘18888 wane s 


Manufacturers of Certified Food Colors, Flavors, Extracts, Vanillas SEAL ; 


ESTABLISHED 1905 2526 BALDWIN ST. e¢ ST. LOUIS 6, MO. 
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(Continued from Page 4) 


held November 9-12 in Chicago indicate that there 
will be much to see when bottlers visit the Windy 
City next fall to attend the 35th Annual meeting of 
the American Bottlers of Carbonated Beverages. 
As of Mar. 20, 125 supply companies had already 
selected space and announced plans to participate 
in the Exposition. The Exposition is to be held at 
the International Amphitheatre, scene of last year’s 


political conventions 


Advertising News 


Nesbitt’s Orange advertising will appear in eight 
national magazines, including “Life” and ‘‘Look”, 
this year. The “Happy Homes Have Nesbitt’s” 
theme will be featured in each ad, and the parent 
company comments: “The campaign is directed at 
the home six bottle carton market. The housewife 
the home buyer is our target’. .. Mission Orange 
advertising also is scheduled in leading national 
magazines this year. ‘Life’, “Saturday Evening 
Post” and ‘‘Look” are among the mags to be used, 
reports Frank W. Gray, Mission’s v.-p. in charge 
of advertising and sales promotion. A new slogan, 
“America’s Thirst Love’, will be featured, and this 
same theme also will be used in other Mission ad- 
vertising. . . Canada Dry this month is launching 
another national consumer contest, offering $30,000 
prize money. The contest is tied in with Canada 
Dry’s TV Show, “Terry and the Pirates”, and will 
be supported with advertising in national maga- 
zines, Sunday supplements, local newspapers, as 
well as on the TV show itself . Coca-Cola Com- 
pany President, bh. B. Nicholson, recently reported 
that Coke’s advertising and promotional outlays in 


1952 exceeded those of any previous vear 


Details Revealed On Sale of 5 
Pennsylvania Coca-Cola Plants 


Further details on the sale of the Pittsburgh 
Coca-Cola Bottling Co. and four other Coke plants 
in Pennsylvania were recently divulged 

The five plants, including operations in Butler, 
Arnold, McKeesport, Bethlehem, Pa. were purchased 
by a group headed by Sidney N. Strotz, who is also 
president of the Coca-Cola plant in San Jose, Cali 
fornia. Among others affiliated as investors are Roy 
Rogers, movie and television star; radio and tele 
vision man Ralph Edwards, and Niles Trammel, 
former National Broadcasting Co. executive 


The purchasers have formed a new company, the 
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Quaker State Coca-Cola Bottling Co., which will 
control and operate the five plants. Mr. Strotz will 
B. Terry and Roy Wood, vice 
presidents; John C. McHose, secretary, and Arthur 


be president; W. 


A. Armstrong, treasurer. Howard Arnold, manager 
of the Pittsburgh plant, will serve as assistant sec- 
retary, and John Howard will be assistant treasurer. 
Directors of the company will be Mr. Strotz, Mr. 
Terry, Mr. Wood, Mr. McHose, Mr. 
Thomas P. Johnson, Gurdon Flagg and Rolland L. 


Trammel, 


Adams. 


PX Soft Drink Sales Up 500%! 

The Army and Air Force Exchange Service said 
recently that sales of soft drinks and milk in post 
exchanges abroad had increased 500¢; during the 
last 3 vears. Officials attributed the increase to the 
fact that younger men were going into the armed 
services. 

During the same period, beer sales decreased in 
all post exchanges, these officials reported. 


Soft Drink 1.A.C. Disbanded 
The Soft Drink 
has been disbanded by the Office of Price Stabiliza- 


Industry Advisory Committee 
tion, since price controls have been removed from 
the industry. 

A letter to members of the Committee from the 
OPS expresses appreciation for industry’s partici- 
pation. ‘““Such success as there has been in the control 
of prices has been due in no small measure to two 


things,”” says an OPS official. “The first has been 








HEAD ARKANSAS ASSOCIATION ... 


Pictured above are the new top officers of the Arkansas 
Bottlers of Carbonated Beverages, elected at the an- 
nual meeting of the organization in mid-February (full 
story in last month’s issue). Left to right: Loyd 
“Chaulk’” White, Jonesboro, president; Mrs. Katherine 
Haltom, Little Rock, recording secretary; Carl Bellin- 
grath, Jr., Little Rock, vice-president; and standing. 
Francis Bland, Paragould, treasurer. New board mem- 
bers (not shown) include Fred Luffman, Rogers: Win- 
ston Moody, Little Rock: H. A. Craven, Texarkana: T. 
A. Witherington, Dumas; Tom Richardson, Pine Bluff, 
and W. L. Bundy. Hot Springs, retiring president. 
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“PLEASE... and youll PROFIT” 


Folks are put in a carnival mood when their taste 


buds are tickled. 


There’s your cue to bottle with Twitchell flavors 
—'cause when you do, you're bound to please a 
lot of folks . 


. . build repeat business .. . paint 


a rosy profit picture! 


Here are four proven Twitchell taste-pleasers and 


profit-pullers: 


Twitchell’s Strawberry Cream—A vanilla type, 
with a palate-pleasing strawberry overtone. Deli- 
clear, sparkling, 


ciously-flavored, its enticing 


appearance appeals to customers the year ‘round. 


Ss. 


v 


CRESTMONT AND HADDON AVES 


Twitchell’s 400 Orange—A 4-07. flavor with 
a new and different orange tang. Its full flavor 
and fine, juicy appearance push sales up wherever 


it’s sold. 


Twitchell’s WT Grape—A real wine base pives 


this 4-07. imitation flavor a rich, natural flavor. 
It’s one of those “just right” blends that keeps 


customers Coming back for more. 


Twitchell’s Black Cherry— You can’t go wrong 
with this superlative blend of cherry extract and 
natural flavors! It’s a 4-07. item, with artificial color 
added to give an eye-catching dark cherry hue. 


Write today for prices, samples—or gallons. 


COMPANY 


* yeers of sorvice te Bettiere 


© CAMDEN 4, N. J. 












Here's OPPORTUNITY... 


knocking ak yYoursdabr'! 















the SUF 
for you to 
GET A CHUNK 
of the lush LEMON-LIME 
SODA VOLUME 


Cut yourself a slice of LIFE... the low-cost America’s 
national drink which has proven it can capture a “THIRST” 
big share of the tremendously profitable . 

vi Choice! 


lemon-lime soda business for leading bottlers! 


DON'T LET LIFE" PASS YOU BY! QUICK! 


SPARKLING LIFE, Inc. 


6311 WILSHIRE BLVD., LOS ANGELES 48, CALIFORNIA 
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TALK OF a9 THE TRADE 


the large number of qualified businessmen who left 
their businesses and served this agency in various 
operating and executive capacities. The second has 
been the great wealth of advice that has been made 
available through the medium of industry advisory 
committees, which advice was checked against the 
standards developed under the law to secure even- - 
handed justice.” 


News Briefs 


A.ts:C.B. Secretary, John J. Riley, who under- 
went surgery March 5 for a recurring ulcer con- 
dition, is making “most satisfactory” progress, his 
hospital recently reported. He should be back on 
the job soon. .. A 55-day strike at Houston Coca- 
Cola Bottling Company ended last month with the 
signing of a new one year contract. Neither com- 
pany officials nor union leaders would discuss terms 
of the new contract, but the concessions granted 
may force a break in Houston Coke’s 80-cent price 
line. . . Incidentally, the West Texas Coca-Cola 
Bottling Co. in Abilene, a 96-cent plant, recently 
expressed surprise that Coca-Cola in Lubbock is 
still able to sell at 80c. The company made this 
comment in a letter to the local Chamber of Com- 
merce which had queried it on its price scale... And 
speaking about beverage prices in Texas, loss lead- 
ing of Coca-Cola and other products in Fort Worth 
still continues strong. Coke, Seven-Up and Dr. Pep- 
per were recently advertised at 12 for 29¢ by a 
leading super-market chain. 

Total assets of Nehi Corp. rose to $6,983,151 as 
of December 31, 1952. This compares with total 
assets of $6,397,897 on December 31, 1951, and 
$5,956,974 as of December 31, 1950. . . Who says 
promotional methods in the Orient are backward? 
A soft drink firm in Singapore has petitioned the 
government for an okay to have its advertising 
projected on low-lying clouds from a high-powered 
movie projector. .. Subsidiaries of the three largest 
breweries in Sweden have agreed to bottle Coca- 
Cola in that country for the first time. Coke has 
been sold there in the past, but it was imported. 

Ice cream production in the U. S. in 1952 rose 
1°; over 1951 output, but the 1952 total is 3% 
less than the average of the annual totals in the 
1946-50 period... U. S. liquor consumption in 1952 
suffered a hefty 10°; drop—from 194 million gal- 
lons in 1951 down to 175 million gallons in 1952. 
Interesting to note also that the 1952 total is far 
below the 1946 high figure of 231 million gallons. 
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The Generals Plan It, But Privates Man The Guns. 


WATT RES a war on. Its been going on for a lone 
time. The battleground is the legislative halls of th 
State Legislatures. The fighters: bottlers. shielded 
only by justice. and lawmakers. armed with the 
devastating weapon of discriminatory taxation. With 
forty-four State legislatures meeting this year. there 
can be as many attacks on our industry through the 
medium of the special tax measure: at least ten 
~pecial tax bills will come up and other legislative 
proposals of a less confiscatory nature in as many 
more. 
fo stem the tide we have been one resource 

combined. unified action and opposition by all 
hottlers in the States where the threats arise The 
wateh-doe legislative committees of the State asso 
lations have performed nobly in the past. With 
this experience. most of them have completed plans 
for instant application lo any type of tax threat 


We want no repetition ol what happened in LOS] 


in West \ roinia. 


essential as itis. the legislative committee. in fact 


the entire State association. is seriously hraricic pope d 


nits efforts unless it has the fulland active support 


of all bottlers. There is alwavs that unfortunate 
human trait to let thines alone when someone else 


appears to he doing the job. 


But remember this the first thing that impresses 
a legislator is numbers: the more numerous and 


articulate, the stronger the impression. 


We never could see the justification of levvine 
i special tax on a food product like soft) drinks 
which is earmarked for special interests, even il 
termed “educational”. Such a tax bill is doubly 
difficult) to oppose, since it: places bottlers ino the 
position of objecting to something with popular 
ippeal keducation in these United States has 
always. at all levels. been financed by the entire 
community for the good of all: we dont want the 
dubious distinetion of being the tax-forced sponsors 


of specialized schools or some similar project 


We keep on repeating it because it is worthy of 
neessanl repetition any tay fivht is your fieht. Uf 
vou fail to go all out when called upon for help. you 
not only fail your industry and your business 


vou fail voursell 


A Lot of Years, a Lot of Tears, But Worth It. 


/ HIS bie. bouncine business of ours is growing 


ill the time. Currently under way is a survey ol 
1952 costs and sales to which we already can cues 
some of the answers. Both will show new peaks 

costs far above traditional levels and = volume at 
record high. about 180° bottles per capita We are 
iso reaching a point of maturity as an industry 
vhich means that out position in the food indus 
tries Is unquestioned and unassailable. envied and 
respected. Bottlers are organized and informed 
proud of thei product and their industry. Our 
national organization is 33 vears old. but till a baby 
~ 


compared fo some of our State § POUps ye ral years 


avo. Minnesota celebrated its golden anniversary. 
and early this year. the Texas association marked its 


50th vear with a bang up convention in tts famed 
“Cow Town.” Fort Worth 


Many other State associations are in their thirties 
and forties. You cannot stick together that long in 
the face of a half-century of trials and tribulations 
without building omething worthwhile and = en 


during 


Coneratulations to all the State vroups for then 
unswerving loyalty and unremitting contributions 


lo the welfare of the industry 
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SUCARYL IN DIETETIC BEVERAGES 


= about 1937, when I was in graduate school 
at the University of Illinois, I had occasion one 
day to go up to the third floor of the old Chemistry 
Building to run a chemical reaction in liquid 
ammonia. To do so, I had to go to Mike Sveda’s lab, 
where the cylinder of liquid ammonia was kept. 
While I was working, we fell into conversation and 
Mike said, “Say, Ed, a strange thing just happened 
to me. I laid my cigarette down on the edge of the 
lab bench here, and when I picked it up again and 
put it in my mouth, the end of the cigarette tasted 
sweet. I figured something must have spilled, and 
so I tasted everything on the table and, by golly, 
I found this dish of crystals that has a sweet taste. 
What do you think of that?” 

We talked about it and ayvreed that Mike had 
indeed made an interesting find, for of the hundreds 
of thousands of chemical compounds that are known, 
relatively only a handful are sweet. Unfortunately, 
practically all of them are too toxic to be of possible 
use in human beings. But the compound Mike found 
that day turned out to be a worthy exception, for it 
was the sweetening agent we know today as Sucaryl. 


And that is a true story. 
Study Started 


Abbott material, called 


sodium cyclohexylsulfamate, about 1939 for a thor- 


Laboratories got this 


ough scientific study, and for the next ten years, as 
much as wartime activities permitted, we looked at 
the sweetener from all angles. The manufacture 
was worked out, and the properties of the material 
were determined, It was found that Sucaryl is at 
least 30 times as sweet as sugar, that solutions 
were free from any bitter aftertaste at any ordinary 
concentrations, and that the sweetener was com 
pletely stable even in boiling solutions and even in 
the presence of acid 

Of course, the thing we were most interested in 
was the effect that Sucaryl would have on the animal 
pharmacologic research 


body. Consequently, our 


department subjected Sucaryl to extensive tests 
designed to show whether the sweetener would pro- 
duce harmful effects if fed to animals over long 
periods of time. We were fortunate also in having 
the Food and Drug Administration offer to test 
Sucaryl as a part of its two-year program on the 
safety of synthetic sweetening agents. 

These very detailed studies proved that Sucaryl 
had no demonstrable toxicity even though fed during 
the lifetime of rats, and even through several suc- 


cessive generations. In the F.D.A. tests, they fed 


by DR. EDWARD J. MATSON 


Assistant Director of Research 
Abbott Laboratories, N. Chicago, Ill. 








DR. EDWARD J. MATSON 


. says the cyclamates open a new market and will not 
injure sales of sugar-containing beverages. 





animals for two years with a diet containing five 
per cent by weight of Sucaryl. We can hardly blame 
the F.D.A, 


positive opinions about the safety of a synthetic 


for being very cautious about issuing 


substance. But in the case of Sucaryl a publication 
was issued by the Division of Pharmacology stating 
that Sucaryl was ‘“‘considered safe for food and 
drug use.” 

Although these animal toxicity tests came out as 
well as anyone could ask, we felt at Abbott that we 
must be even more exhaustive in our tests of 
Sucaryvl. We went into an extensive metabolic study 
of the material, and as far as we could determine 
by the best chemical methods available Sucaryl is 
excreted by the animal body unchanged. On con- 
tinued administration day after day it does not 
continue to pile up, but excretion increases as the 
amount given increases. 

Even then we were not satisfied, and I can tell 
vou that recently another study was completed using 
a special batch of Sucaryl especially synthesized to 


contain radioactive sulfur. As you know, analytical 


methods can often be made many times more sensi- 
tive by the use of new radioisotopes. And even with 
the refined techniques for detecting some slight 
metabolic change in Sucaryl, the conclusion was the 
same—Sucaryl is eliminated from the body without 
being altered. In other words, the only effect that 
Sucaryl has on the body is its effect on the sense 


of taste, and that is a pleasant one. 


Commercial Application 


Our first practical application of Sucaryl was an 
tablet offered for use in 
sweetening coffee and other hot beverages, and for 
cooking and baking. Shortly afterward we added a 


effervescent which we 


sweetening solution in a special bottle with a shaker 
type of cap so that drops could be counted out. This 
solution is designed for use in cold drinks, on 
cereals and fruits, and in cooking. The sweetening 
preparations were immediately popular 

Sucaryl 


Abbott marketing of 


tablets and solutions rather cautiously. Remember- 


approached the 


ing the unfortunate results of the marketing—not 
by Abbott—-of certain lithium-containing dietetic 
salt substitutes a year or two earlier, we felt we 
should provide some restriction on the intake of 
Sucaryl, even though we had not the slightest 
evidence that it was necessary. Consequently we put 
on the label the recommendation that the patient 
restrict the daily use of the tablets to eight a day. 
A few months later we raised it to 12 a day. And 
when, after a year or more of broad public use, we 
had had only good reports on the use of the sweet- 
ener, we removed the limitation entirely. It was felt 
that, within the range of ordinary use as a sweet- 
ener, Sucaryl had well established its reputation as 
a safe sweetening agent. By that time Sucaryl had 
been accepted by the Council on Pharmacy and 
Chemistry of the American Medical Association. We 
had the full assent of the A.M.A., and the F.D.A 
remove the limitation 


too, in our decision to 


statement. 


Because Sucary! is stable in solution over a wide 


range of pH and temperature, it is particularly 


useful in cooking, canning, baking and freezing. It 
thus has maximum usefulness as a sweetener In 
diets for diabetics and for those who must reduce 
their caloric intake in order to reduce weight. 


Diets for diabetics must be very carefully 


designed for each individual patient. Adequate 





(Please turn to Page 14) 


National Bottlers’ Gazette 


April, 1953 






RELATIVE MERITS OF SUGAR AND 


NON-NUTRITIVE SWEETENERS 


| — is a very important flavor character- 
istic of carbonated beverages. A new chemical com- 
pound having a sweet taste has been discovered in 
recent vears. It is therefore only reasonable that 
those persons who are in any manner associated 
with the carbonated beverage industry should be 
vitally concerned about the possibility and advis- 
ability of using this new chemical, or any other 
non-nutritive sweetener, in a tood product such as 
vours. 

I know you all want to take advantage of and 
capitalize on something that scientific research 
makes available to vou. Good business sense and 
a desire to give to your consumer the best possible 
product demand that you do so. I should like at the 
outset to ask you to be cautious, be inquisitive, 
weigh carefully whatever evidence is now at your 
disposal, do some research of your own if you can 
and be alert and receptive to new facts as they make 


their appearance. 
Why Sugar Is Used 


This topic should not be considered “hot” or 
“dangerous”. It should be considered only as an- 
other normal problem requiring a sensible answer 
Whatever has been said or may be said is or will be 
only a beginning. It is necessary for all of you to 
learn as much as possible about the problem and 
to be fully aware of its many ramifications, or its 
“angles” if you wish. 

First, why should a non-nutritive sweetening 
agent be added to carbonated beverages? What are 
the resultant properties of the beverage that might 
make this change desirable? We can answer that 
there are persons, namely the diabetics, who should 
eat low-sugar foods because their bodies cannot 
assimilate sugar normally. I beliéve no one would 
object to a flavorful, zestful food item that would 
help relieve the monotonous and unappetizing rou- 
tines these unfortunate persons must follow. This 
is a special instance in which a beverage containing 
a non-nutritive sweetener might serve a very useful 
purpose. 

Now, if such a beverage has a place in the diet 
of the medically abnormal, should it also be in- 
cluded in the diet of a normal person? In 
answer to this question I shall take a conservative 
position. Sugar as a food item and a sweetener 
requires no eulogies. Mankind has survived because 
it and several other nutrients are so widely dis- 


persed and so generally available in the foods we eat. 


The fact that men have made it more readily and 


by DR. ERNEST E. LOCKHART 


Massachusetts Institute of Technology 
and Sugar Information, Inc. 





DR. ERNEST E. LOCKHART 


warns of dangers in departing from use of sugar. 





conveniently available to us by extraction from 
natural sources, and refinement detracts in no way 
from the wonderful contributions it has made to our 
well-being, our ability to do work, our enjoyment of 
many recreational activities and in fact to our sur- 
vival from ancient ages. It would be difficult to 
imagine an existence without sugar both as a source 
of energy and as a sweetening agent. 

Still, in spite of our vast experience with sugar 
as a normal component of the foods we eat, many 
scientists in recent years have expended much time 
and effort discovering new facts about the manner 
in which our bodies utilize sugar. It is reasonable 
to state that we know more about what happens to 
sugar than about any other component of the food 
we eat. Scientists are working and will continue to 
work for many years to come on the metabolism of 
sugar; it appears to be an endless but fruitful task. 

As a chemical component of our daily a‘et it Is, 
so far as we know, completely without fault. We 
know from long trial and experience that it 1s 


harmless, non-toxic and safe. No one, whether he be 





layman, scientist or a member of the medical pro- 
fession, questions the use of sugar in the normal 
diet of a normal person. 

The conservative aspect of the sweetener picture 
very simply put is this: No scientifically trained 
person questions the results that have been obtained 
to date from research on synthetic sweeteners. In 
addition the Food and Drug Administration has 
indicated acceptance of these results. However, 
there is a growing intensification of feeling among 
nutritionists, food chemists, some government 
officials and others who are concerned about the 
health and well-being of the general public against 
the addition of synthetic unnatural compounds to 
food products. The conclusion which becomes obvi- 
ous may be stated in these terms. If manufacturers 
of food products have a choice between two com- 
ponents which will produce the same effect, in your 
case to sweeten the beverage, the one which 1s 
natural and not synthetic should be preferred over 
the other which is both synthetic and unnatural. 
Just remember that, although scientists run tests on 
synthetics and although the Food and Drug Admin- 
istration might approve the use of certain synthetics 
in foods, and although laws may be passed permit- 
ting the use of synthetics, the final and ultimate 
responsibility for any effects that may eventually 
result rests upon the shoulders of the food manu 


facturer. 
The Obesity Aspect 


There is » great deal of talk about the number of 
people in this country who are overweight. In addi- 
tion many cf us who are not overweight are con 
stantly being warned about the dangers of excess 
weight. There is an idea crystallizing in the minds 
of bottlers that, by preparing a beverage containing 
a non-nutritive sweetener, they will be rendering 
a service to those who are now overweight or in 
danger of becoming so. Let us ask the question 
will the replacement of sugar with a synthetic 
sweetener in a carbonated beverage have any effect 
on the accumulation or removal of excess weight? 

First, a carbonated beverage containing about 
10 per cent sugar is a very low calorie food in its 
own right. There are approximately 100 calories 
in an &-ounce glass. In proportion many other foods, 
including milk, orange juice, grapefruit juice and 


other fruit juices, contain more calories. These 
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What do you want in a beverage bottle... 


“Fire-Polished” Lips 










Then Choose Thatcher WEDG-WALLS! 
Because these rugged bottles 
give you more round trips 


than ordinary bottles 
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THATCHER GLASS MANUFACTURING COMPANY, INC., ELMIRA, N.Y. 


Factories: Elmira, N.Y., Streator, Ill., Lawrenceburg, Ind. Representatives in Principal Cities. 
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amounts of protein and fat must be provided. The 
intake of starches and sugars must be restricted, 
and the daily dose of insulin carefully adjusted to 
take care of the starches and sugars which are 
permitted in the diet. Once a patient has agreed 
upon a-diet with his physician, he must not change 
it without the consent of the physician. 

Of more general interest is the dietetic manage- 
ment of obesity. You are all aware of the fact that 
the subject of overweight has recently been given a 
yreat play both in the lay press and the medical 
press. It is estimated that one-fifth of the population 
of the United States ebove the age of 30 is over- 
weight by 10 per cent, and one-third of these people 
are overweight by 20 per cent or more. Ninety-five 
per cent of the cases of obesity are simply due to 


overeating. 
Obesity Is Dangerous 


The Metropolitan Life Insurance Company has 
made the most impressive analysis of the effects ot 
overweight on mortality. Their statistics showed 
that, among adults up to age 64, there were 50 pet 
cent more deaths in the obese group than in the 
normal group. In the group of overweight people 
who died, there were four times the usual number 
of deaths from diabetes, twice as many from kidney 
disease, 60 per cent more cases of cerebral hemor- 
rhage, and 40 per cent more cases of heart disease 

With this very rapid recent growth in the realiza- 
tion that there is a broad need for restricting calori 
intake, it was obvious that there would be an 
increased interest in foods that could be used in 
low-calorie diets. I suppose Abbott can feel 
very gratified that we were ready with 
Sucaryl just at this time, because of its 
ideal characteristics for the preparation of low- 
calorie foods. Well, we are gratified, for we think 
we have occupied a spot that was there waiting for 
us to fill. 

The other day I was reading a chapter by Mar- 
garet Mead in Dorothea Turner’s “Handbook ot 
Diet Therapy.” Margaret Mead reported an inter- 
view between a dietitian and a diabetic child who 
told her that she hated school. Wise as she was, the 
dietitian suspected that hating school was just a 
symptom, and that what the child really meant was 
that she was bitter because as a diabetic she felt 
different from other children. And so the dietitian 
steered the interview around to the restricted diet 
that the child was on. Before the interview was over. 
the doctor and the dietitian had agreed that the 
child could have another slice of bread, and a piece 
of candy every day, and the insulin dose would be 
adjusted to cover the added carbohydrates. In addi- 
tion, the dietitian suggested that the child might 





(Please turn to Page 19) 


National Bottlers’ Gazette 

















SUGAR—Con’‘d from Page 13) 








latter foods are recommended in 
weight controlling diets 


Second, this content of 100 calories 


is only 5 per cent of a daily intake of 


2000 calories which for most people 
will not add excess weight. Conse- 
gently, and this is important, if any 
person wants to avoid excess weight 
or to reduce, he must take smaller 
portions of every food item he eats. 
He must maintain a balanced diet. 
Sugar in any food, including carbo- 
nated beverages, that is part of a bal- 
anced diet does not contribute to over- 
weight to any greater extent than pro- 
tein or fat. It has a normal and use- 
ful part to play in our general well- 
being. Its elimination from carbonated 
beverages will not assist materially in 
weight reduction because it never has 
been an important caloric source in a 


well regulated diet. 


Third, is there any adverse effect 
that might occur if sugar were elimin- 


_ 


ated from beverages? Scientists are 
not certain at this moment, but they 
are working on this problem in a gen- 
eral way. They are studying the origin 
ot appetite Why do people become 
fat? Because they eat too much. Why 
do they eat too much? Because they 
are hungry. Why are they hungry? 
This is the question that cannot be 
answered completely but some prog- 
ress has been made in this direction 
It appears that there is a connection 
between the amount of sugar in the 
blood stream and. the intensity of 


hunger 


Are the Two Compatible? 


The fifth point in this connection 
that should be brought out briefly 
and brevity is not synonymous with 
unimportance—is this: If vou adver- 
tise that these new forms of carbo- 
nated beverages have no calories and 
are non-fattening, then you are infer- 
ring that the sugar beverages are fat 
tening. Although the truth of this in 
ference is somewhat doubtful in the 
light of what has been said previous 
lv, the inference places the beverage 
industry in an impossible position. If 
permitted to make general use of non 


nutritive sweeteners, tne 
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must make a clean and complete break 
with the past. 

There is no immediate solution 
but the safe course of action seems 
to be the reasonable one. You should 
continue to stress the fact that sugar 
beverages are no more fattening than 
any other food. 

Before leaving this subject of excess 
weight and its removal, I should like 
to mention for your very careful con- 
sideration another factor in diet selec- 
tion. I refer to the sodium content of 
foods. Diets low in sodium are being 
prescribed for weight reduction and 
more especially for persons who have 
heart conditions. Non-nutritive sweet- 
eners are generally added to carbon- 
ated beverages as a sodium compound. 
From this knowledge arise the ques- 
tions—-will the medical profession pre- 
scribe against a beverage if it con 
tains a sodium sweetener? Will the 
amount of sodium sweetener required 
to give adequate sweetness be so high 
that the beverage will be classed as 
a high sodium food? No one can say 
What answers will result from a study 
of this aspect of the problem. It is 
obvious, on the other hand, that there 
can be no objections of this type to a 
beverage that has been sweetened with 


Ssuyar 
The Qualities of Sugar 


We may now ask—does a sugar-con 
taining beverage have properties that 
make it superior to the non-nutritive 
beverage? The answer of course, 1s 
ves, 

It contains energy. The energy in 
sugar is very readily available. The 
beverage containing sugar is then a 
source of quick energy. Young chil- 
dren, teenagers and adults often re- 
quire a pick-me-up during the day 
The product that you have nurtured 
and fostered is one that can be classed 
as outstanding in this respect. What 
would be the fate of the “pause that 
refreshes” and “‘more bounce to the 
ounce”, if the sugar were replaced by 
a sweetener that provides nothing but 
sweetness ? Gone would be much of the 
refreshment and all of the bounce. The 
phrases “non-nutritive” or ‘“non-calo} 
ic’ change the entire character of the 
product; it will no longer be an energy 


food but only a flavored carbonated 



































































THIS IS 
THE STORY 


People who like an orange 
flavor soft drink prefer 
Nesbitt’s because it has a 
more natural flavor than any 
other bottled orange soft 
drink. Its full flavor creates 
repeat business that builds 
sales volume. 

Nesbitt’s flavor never varies 
because we control it from tree 
to taste. We buy the fruit 
(tons at a time) extract the 
juice, make the concentrate, 
and ship it to our bottlers. 
Then we follow up with a 
quality control service that 
insures nation-wide uniformity 
of quality and flavor. 

IWS iolica me CMmeltisalelticcemete 
47 states but there are a 
number of open territories. 

CM oltre CMe melts 
representative will be glad 
to call and tell you more 
about the Nesbitt’s franchise. 


i. 
CALIFOF 


NESBITT FRUIT PRODUCTS, INC. 


2946 East 11th Street, 
Los Angeles 23, California 










nchise inquicies for Mexico, Central and 


elelola 2%) 


beverage. It will have lost a valuable virtue and it 
will have been robbed of its strength. 

There are still other properties, perhaps minor 
but important nevertheless, that must not be for- 
gotten in our analysis of this problem. One of these 
is the quality of the sweetness of non-nutritive 
sweeteners. My own experience with compounds of 
this class leads me to the conclusion that they do 
not have the same kind of sweetness that sugar has. 
Sugar has been the standard against which all other 
compounds have been compared and is accepted as 
having the purest sweetness. I have not made any 
extensive tests to determine how the sweetness of 
sugar and that of artificial sweeteners actually 
differ. I have never seen in the scientific literature 
any work that describes the difference whatever it 
may be. This point should be investigated vers 
carefully because it may be responsible for the 
difference in taste that occurs in the non-nutritive 
beverage. Purity of the sweetness quality of sugar 
is still a valuable selling feature 

Another property associated with acceptance of 
carbonated beverages is texture. It may never have 
occurred to some of you that the sugar beverage has 
a body that can be achieved only by the incorpora- 
tion of sugar. Let me quote very briefly from a 
recent book called ‘‘Townsman’s Food” by Dr. Mag 
nus Pyke, who was formerly Principal Scientific 
Officer for the British Ministry of Food. 

Dr. Pyke says: “Sugar imparts an agreeable 
‘body’ to those mixtures in which it is incorporated. 
Thus, even though a ‘soft’ drink containing saccha- 
rine or dulcin or both may be as sweet as one 
containing sugar, it will be ‘thinner’ and more 
watery in consistency. ... the subjective impression 
made by a food on the person eating it is a mixture 
of taste, smell and the feeling of texture. ... The 
chemical sweetening agent only contributes to the 
sense of taste.” 

The question now to be answered is whether the 
body or texture of a carbonated beverage changes 
when sugar is replaced by all non-nutritive sweet- 
eners. If there is a change, is the quality of the 
beverage lowered? Information on these points is 
lacking but should be at hand before any revision 
of formulation is attempted. 

The quality of a carbonated beverage is also 
determined by the rate at which the beverage loses 
its carbonation. Is it true that the higher the sugar 
content the more slowly the carbon dioxide gas 1s 
lost in the open bottle or glass? Is it true that a 
seltzer water goes flat more rapidly than a sugar- 
containing carbonated beverage’? Will “pin-point”’ 
carbonation go out of fashion? I do not know 
whether there has ever been any open discussion 
about the relationship between sugar content and 


loss of carbonation. In any case this acceptance 
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GIVEN SECOND TERMS 


Officers of the New York State association re-elected at the convention. Left to right, James R. VanSchoonhoven, 
Secretary: Chas. R. Racey, Treasurer; David Rascoff, President and L. E. Kitch, vice-president. Geo. O'Neil, Jr.. 
absent because of ill-health, was re-elected second vice-president. 





OPEN DISCUSSION FEATURES 
NEW YORK MEETING 





| f BE “ ? 
PANEL EXPERTS HAD DIVERSE VIEWS 


Dietetic beverages, prices, deposits, manpower and other ney Mudd: J. P. Ryan: J. E. Nerney: L. E. Kitch: Carl Ander- 
questions were answered by this Panel—Dan Burns; Sid- son; Chris Buckley and M. J. Becker. 
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SP crannne completely from established custom, 
the New York State Bottlers of Carbonated Bever- 
ages, for its 3lst annual convention in New York 





City on March 22, 23 and 24, devoted one of the 
{ two business sessions to routine association matters, 
| including the election of officers, and the second to 
{ P a “no-holds-barred” forum session. 

‘ There was but one speaker, S. W. Mudge, super- 


visor of training for the Socony-Vacuum Oil Co., 
New York City. In discussing effective management 
and what makes a good salesman, Mr. Mudge pointed 
out that there is a way to overcome most practical 
situations, and that is by consistent practice of the 
acquired new skills. His inspirational talk was vers 


well received, 


200 bottlers and supplymen (the ladies were being 
entertained elsewhere) attended the Panel discus- 
sion. Under the efficient chairmanship of L. E. Kitch, 
Vice-President of the association, four major prob- 
lems were aired during the afternoon. These were 
prices, deposits on both bottles and cartons, the 
present situation and future possibilities of the 
dietetic-type beverages and New York State’s new 
motor vehicle law. The new statute provides for 
quite a number of new controls on motor truck opera- 
tion; an outline of the law and the answers to many 
questions concerning it was provided by Joseph P. 
Ryan, chief clerk of the New York State Motor 





200 bottlers and supplymen attended the main business 


session of the convention. Program called for a two-tier 
dais, to accommodate officers and the members of the 





Panel. 





Vehicle Bureau, one of the seven members of the 
Panel. The other six, each of whom made a short 
statement in connection with some subject, were 
Carl Anderson, Undina Beverages, Inc., Higganum, 
Conn.; Sidney Mudd, Joyce 7-Up Bottling Co., New 
Rochelle, N. Y.; Christopher Buckley, Pepsi-Cola 
Zottling Co. of New Haven, Inc., Hamden, Conn.; 
Joseph E. Nerney, Pequot Beverage Co., Attleboro, 
Mass.; M. J. Becker, Editor, National Bottlers’ 
Gazette, and Dan Burns, Bottling Industry. 


In their individual statements, Mr. Nerney 





stressed the seriousness of the controversy between 
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VIN - VIE 


(Imitation Grape) 


Bottlers have long cheered these two outstanding Virginia Dare Flavors! .. . 

That's important, but not half so important as the fact that people 

who spend their dimes day in day out for soft drinks . join in the cheers for 

grape and orange drinks flavored by Virginia Dare. Orange, 

of course, comes in a variety of types to suit your market—such as the popular 
Juice-type’ #19 Golden Orange, #12 100% true fruit with color... in short, an 
orange to suit your needs in color, flavor, cloud, and price. 

Of course, when it comes to imitation grape ... there is only one VIN-VIE 

Champ business getter, champ business builder . chamn business holder of them all 

With your big season around the corner . . . don't forget this Virginia Dare BIG two! 






EXTRACT CO., Inc. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 
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this industry and the dentists as to the cause of 
dental caries; Mr. Buckley, who heads the State 
association in Connecticut, militantly called for an 
increase in price as the only way bottlers could 
compete among themselves and with other industries 
under today’s economic conditions; Mr. Anderson. 
speaking as a small bottler, pinpointed bottle costs 
as the bottlers’ greatest problem and urged the 
establishment of an adequate bottle deposit level; 
Mr. Mudd discussed another phase of this subject, 
pointing out that where bottlers operate without 
a carton deposit their losses are at least 3¢ a case; 
Mr. Becker reported on his observations of a coast- 
to-coast 12,000 mile trip and painted a vivid picture 
of what cooperation between bottlers, as evidenced 
by higher prices and adequate deposits, had accom- 
plished in other sections of the country; Mr. Burns 


also discussed several of these same topics. 


The question was raised from the floor whether or 
not bottle losses were best minimized by an increase 
in price, rather than an increase in deposit. There 
seemed to be no clear cut answer to this question, but 
several people expressed themselves in favor of a 


deposit increase as the more logical solution. 


Considerable interest was shown in the subject of 
the dietetic-type beverages. The question was raised 
as to whether they would, in the future, prove to be 
a favorable or unfavorable factor, and whether they 
meant additional business for the industry. With 
careful control, the bottlers were told, it seemed 
reasonable to expect that the non-sugar beverages 
would provide an additional market for bottlers in 


the future. 


The Panel Session was concluded with more give 
and take on the subject of deposits and prices, since 
in this State, neither situation has been successfully 
solved, especially insofar as prices for quarts are 


concerned. 


The elections were quickly accomplished. All 
officers and board members were reelected, the 
officers serving their second terms, as is customars 
in this State. They are: President, David Rascoff, 
Brooklyn, N. Y.; First Vice-President, L. E. Kitch, 
Syracuse, N. Y.; Second Vice-President, George M 
O'Neil, Jr.. New Rochelle, N. Y.; Treasurer, Charles 
R. Racey, Syracuse, N. Y.; Executive Secretary, 
J.R. Van Schoonhoven, Albany, N. Y. 


Board of Trustees: Alvin E. Backes, Buffalo: 
Charles P. Coleman, Buffalo; Samuel S. Freeman, 
Utica; A. Hersh, Schenectady; John M. Joyce, Jr., 
New Rochelle; D. G. Lester, Saratoga Springs; A 
Margolis, Brooklyn; Alfred Y. Morgan, New York; 
James T. Murray, New York; C. T. Duncan, Syra- 
cuse; Samuel Rizzari, Rochester; Norman Seversen, 
Brooklyn; J. Sharnack, Long Island City; Robert 
Taylor, Albany; Stephen L. Vukelic, Jr., Lacka- 


wanna, 
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like to have some artificially sweetened desserts, 
chewing gum, and other foods. The happy end of 
the case was that the child’s school troubles disap- 
peared and she went along feeling that she was 
just like her playmates. 


Not Sugar Substitute 

Nowadays the ‘dietitian could have suggested 
Sucaryl-sweetened beverages too. 

We have no desire to promote Sucaryl as a sub- 
stitute for sugar in our normal food supply. Sugar 
is one of the purest and finest foods we have. You 
can’t beat it as a quick energy food. For all of us 
who can be on a normal diet, sugar is the sweeten- 
ing agent we should use. 

There is one point, though, that can be made with 
regard to Sucaryl as a replacement for carbohy- 
drates in low-calorie diets. I have had it said to me, 
“You're not fair. When you offer Sucaryl you imply 
that the way to get a good low-calorie diet is to 
take away the sugar. Why not take away fats 
instead? They contain more than twice as many 
calories as sugar does.” 

Well, that’s a question for the doctors to settle. 
However, many doctors present another side to the 
argument. There have been a number of articles in 
recent medical literature stating that a very effec- 
tive reducing diet is one furnishing generous 
amounts of proteins and fats, in a ratio of three to 
one, with almost complete elimination of starches 
and sugars. Strangely enough, with plenty of pro- 
tein and fat in the diet, and in the absence of 
carbohydrates, the body is forced to its maximum 
efficiency in burning up extra fatty tissue for 
energy, and rather rapid weight reduction occurs. 

Perhaps this is enough technical background on 
the whys and wherefores of Sucaryl. 


How to Use 
You may be interested in how much Sucaryl is 
being used in these special products. From what we 
can see, most formulas include about 14 of 1 per 
cent of Sucaryl, or perhaps a little bit less. If 
Sucaryl is thought of as about 30 times as sweet 
as sugar, that would be equivalent in sweetness to 
about a 7'2 per cent syrup. Apparently the bottlers 
and the customers have found it quite satisfactory. 
It is interesting that Sucaryl Calcium is usually 
used. Sucaryl comes as either the calcium or the 
sodium salt, but since many patients on a low- 
calorie diet are also on a low-salt diet, most bottlers 
feel that they would rather stay away from a 
sodium-containing sweetener. This gives them one 
more advantage for their specialized beverage. 
Attention must be paid to the possible need of an 
added ingredient for imparting body to the dietetic 
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Stainless steel skirting and 
syruper guards available 


at extra cost 






Check the Features—New syruping, filling 
and quality control features mean a better 
tasting, more uniform beverage. 











Check the Performance —Important me- 
chanical improvements assure a smooth, 
trouble-free filling operation, hour after 
hour, without time-consuming down time. 









More production per 






Check the Speed 
valve than ever before... 
“built-in expansion” in this improved ma- 






and there is also 







chine. 







The world-fam- 





Check the Construction 
ous, rugged Cem construction means years 
of trouble-free service. Run it hard... run 
it long...the new Cem turns out the goods 
without big repair bills or excessive main- 









tenance. 









Check Your Cem Representative He’s 
waiting to give you the complete story 
. including the date you can have your 
NEW CEM FILLER installed 
CROWN CORK & SEAL CO. 
Machine Sales Division ¢ Baltimore 3, Md. 


Bottlers the world over 
have invested in nearly 2000 
CEM FILLERS... such 
approval must be earned! — 


















HERMETIC 





MODEL E-33C 
ILLUSTRATED 


one of our most 
dependable employees 


On the job 24 hours a day . . . operating 
quietly . . . keeping beverages properly 
cooled . .. that’s any beverage cooler 


with a dependable Copelametic refrigera- 


tion unit at its heart. 


Copelametic .. . the ACCESSIBLE hermetic 
... has neither belts nor seals, requires no 
manual oiling. Those features alone cut 
service needs 90%. Add to that the prac- 





tical feature of ‘‘accessibility,” and you have the most 


soundly engineered refrigeration unit money can buy. 


Select your beverage coolers from the many that are re- 
frigerated with Copelametic units, Economical cooling will 
be assured, Servicing will be at a minimum. 








DEPENDABLE $2””RtFRIGERATION 
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COPELAND REFRIGERATION CORPORATION - SIDNEY. OHIO 
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REFRIGERATION UNITS (OPEN TYPE AND COPELAMETIC) WATER COOLERS 





beverage. As you know, sugar not only has a sweet 
taste but it produces a smooth body and a lingering 
taste, and these properties must be provided in the 
artificially sweetened formula. One such ingredient 
is pectin, which is effective in small amount and 
which can be obtained in pure form so that its 
caloric value is almost zero. 

Thought should be given to the label to be used 
for a Sucaryl-sweetened soft drink. It should be a 
distinctive label which will readily distinguish it 
from the standard sugar-sweetened beverage. It 
would probably not be so good to say in big type 
“Sucaryl Sweetened Ginger Ale,” because that would 
be confusing with regular ginger ale. It would be 
much better to say something like “Sweet Diet 
Jeverage” in big type, and then, in smaller type 
below, the name of the flavor. It is best, too, to refer 
to these products as dietetic beverages, and not 
diabetic beverages. 

It should be mentioned that, as much as it Is 
within the power of the bottler to influence the 
retail display of the dietetic beverages, he should 
encourage their display in a distinctive manner, so 
that there will again be less likelihood of confusion, 
and, in addition, so that they will stand out as 


something unusual, deserving of special attention 


About Labeling 


A brief study of the present laws of Ohio indi- 
cates that the dietetic beverages could be permitted 
by a fairly simple amendment. These are the things 
that we think a good law would provide: 

1. Beverages intended for special dietary pur- 
poses would be permitted if made with a harmless 
non-nutritive sweetener. 

2. The formula could include a harmless sub- 
stance used to impart body to the beverage. 

3. The product would have to be clearly labeled 
as a dietetic beverage. Probably the wording pre- 
scribed by Federal regulations could be required. It 
reads, “Contains ..... Cl ..eeee, & nOn-nutritive 
sweetener which should be used only by persons who 
must restrict their intake of ordinary sweets.” 

1. It is our thought that the law might well 
restrict the dietetic products to sale in bottles or 
other sealed containers. It would seem inadvisable 
to allow fountain dispensing, where the customer 
might fail to realize that he was buying a special 
dietary product. 

As suppliers of Sucaryl to the beverage industry, 
Abbott Laboratories is concerned that products 
made with the sweetener shall be made and dis- 
tributed ethically, with full recognition of the spe- 
cial purpose for which they are offered. If dietetic 
soft drinks are handled in this way, we believe that 
they will have whole-hearted acceptance which will 
mean a very substantial source of new business for 
bottlers. We believe that legislators will respond to 
a request for sound and conservative legislation 


which will afford ample protection to the public. 
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factor should be studied to determine whether the 
replacement of sugar by chemical additives that may 
impart no body to, and may permit rapid gas loss 
from the beverage is at all advisable. 


Distribution and Legal Aspects 

Other questions that have more to do with the 
sale, the distribution and the legal aspects of the 
product when sweetened with a non-nutritive sweet- 
ener may be mentioned now. 

For example, will the labelling of non-nutritive 
beverages impose disadvantageous restrictions? To 
some extent this must be answered in the affirma- 
tive. The Food and Drug Administration has indi- 
cated that these beverages must be. distinctly 
labelled so that no confusion will arise in the minds 
of the consumers. There is some doubt whether a 
winger ale containing a non-nutritive sweetener 
should be called ginger ale because such a name has 
come to mean a beverage containing sugar. The 
identity of ginger ale has become so well established 
that so drastic a change in composition as the elimi- 
nation of sugar from the formulation may require 
also a change in the name of the product. 

In keeping with a change in identity of the bever- 
age, the new product should be segregated from the 
older one again to eliminate any possible confusion 
in the minds of prospective customers. At the pres- 
ent time in Massachusetts these beverages are being 
sold through drug store outlets and are not displayed 
with the older beverage. In some super markets 
the item is sold but segregated. 

Display and other labelling materials should also 
be distinctive and distributed in such a manner that 
it will not be possible for the consumer to pick up 
a bottle of the non-nutritive beverage when he 
actually wants the one containing sugar. 

In all instances double labelling, double inven 
tories, double distribution, double display will 
become necessary in those areas where replacement 
Is permitted. 

In addition some complication is certain to arise 
because of differences in legislative vocabulary, 
terminology or intent. Each state carries out its own 
legislative action and although there will be some 
attempt to achieve uniformity, perfect agreement 
is highly improbable. Differences now exist among 
the States with respect to legislation on non-nutri- 
tive additives. Is there any reason to assume that 
new legislation will not reflect dissimilar attitudes? 
3ecause of this situation there is no doubt but what 
some hardship and misunderstanding will arise. 

I have mentioned a number of factors that require 
your immediate and deliberate consideration and 
there are without doubt others that might also have 
been examined. I have attempted to present as 
questions the most important aspects of the prob- 
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lem. We all are aware that any one of these ques- 
tions might be the subject of lengthy discussion, 
and certainly will be, before the problem has been 
solved to the satisfaction of all concerned. 


Conclusions 

Let me enumerate very briefly the highlights of 
this presentation: 

1. A dietary beverage containing no sugar de- 
signed specifically for diabetics and marketed 
through proper channels should be sanctioned. 

2. Sugar is a normal component of nearly all food 
items and may be used in the normal diet as a 
sweetener without reservations. 

5. Non-nutritive sweeteners are synthetic and are 
classed as food additives. There is some question 
whether additives should be permitted in foods 
intended for general use. 

4. The responsibility for any harmful effects that 
may occur in the future rests solely with the food 
manufacturer. 

5. A sugar beverage is a low-calorie food. The 
elimination of sugar changes only slightly the 
normal total calorie intake. 

6. Weight reduction may be achieved not by 
reduction of sugar intake alone but only by reduc- 
ing the quantities of all items consumed. A balanced 
diet must be maintained. 

7. Apetite and hunger may be reduced by con- 
trolled intake of sugar-containing foods by raising 
the blood sugar level. The suggestion that the elimi- 
nation of sugar in carbonated beverages will assist 
in weight control is questionable and may be wrong. 

8. A sugar beverage is not a fattening food. No 
= is fattening if eaten in moderation. 

. The sodium content of non-nutritive beverages 
“a be greater than that of sugar beverages. This 
may result in medical prejudice. 

10. Non-nutritive beverages contain no energy. 
Sugar in beverages is rapidly absorbed by the body 
and is a source of quick energy. 

11. Sugar is the standard of comparison for 
sweetness. All chemical sweeteners differ in quality. 
They may be responsible for undesirable taste differ- 
ences if added to carbonated beverages. 

12. Loss of carbonation may be accelerated by 
replacement of sugar with non-nutritive sweeteners. 

The body or texture of the beverage may be 
adversely affected by removal of sugar. 

14. Problems that are normally associated with 
the marketing of a new dietetic food will have to 
be solved. These include labels and labelling, inven- 
tories, distribution and non-uniform state and inter- 
state legislation. 

In conclusion, I repeat this is not the time to act 
in haste and repent at leisure. Dig into the prob- 
lem, discuss it, accumulate facts before jumping 
to conclusions. Always remember that a_ sugar- 
containing carbonated beverage is a good food now. 
It should be kept that way. 
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A special “problems panel”, 
comprised of trade magazine 
editors and bottlers, discussed 
prices, deposits and other key 
subjects at Ohio convention. 
Left to right: Dan Burns, Bot- 
tling Industry: Leo Miller, To- 
ledo; Jerry E. Stevens, NA- 
TIONAL BOTTLERS’ GAZETTE; 
Julius Darsky, Akron, modera- 
tor; Loring Overman, ABCB; 
Bertram Lockshin, Youngstown; 
Homer King, Mansfield; Ben 
Ginsberg, American Bottler. 


SUCARYL “DEBATE” SPARKS BIG 
OHIO CONVENTION 


Bottlers hear timely pro-and-con views 
on whether States should permit use 
of synthetic sweeteners in beverages. 


D vense, authoritative opinions on the advisabil- 
ity of relaxing state regulations now to permit the 
use of non-nutritive, synthetic sweeteners in soft 
drinks were presented last month to the 40th an- 
nual convention of the Ohio Bottlers of Carbon- 
ated Beverages—the first official airing of this im- 
portant problem at any bottlers’ meeting. The con- 
vention, held March 16-17 in Akron, attracted up- 
wards of 300 bottlers and supplymen. 

(Editors’ Note:—The majority of States pro- 
hibit the use of non-nutritive sweeteners, but many 
bottlers are showing growing interest in relaxing 
this prohibition because of sales successes scored 
by sugar-free drinks in the northeast.) 

The opinion in favor of changing existing legis- 
lation to allow the bottling of sugar-less beverages 
was advanced by Dr. Edward J. Matson, Assistant 
Director of Research of Abbott Laboratories, Chi- 
cago, world’s largest producer of sodium and cal- 


NEW OHIO OFFICERS are all 
miles. Left to right: Harold 
Schottenstein, treasurer; Jack 
Roeder, president; Miss Mary 
Lou Marlay, executive secre- 
tary: Julius Darsky., outgoing 
president; and Homer King, 
vice-president. Veteran’ con- 
rention- goers praised Miss 
Marlay for organizing one of 
tho most interesting and in- 
formative programs heard at 
any state meeting this or any 
year. 
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cium cyclamate (“Sucaryl’”)—the recently-intro- 
duced sugar substitute which is attracting the in- 
terest of, and fostering controversies among, a large 
number of bottlers throughout the country. 

A contrary argument, urging that beverage proc- 
essing laws remain ‘as is” until all ramifications 
of the use of synthetic sweeteners are fully ex- 
plored, was set forth by a prominent sugar industry 
spokesman—Dr. E. E. Lockhart, Professor of Food 
Technology, Massachusetts Institute of Technology, 
representing Sugar Information, Inc., N. Y. C. 


Maryland's Position On Sacaryl Presented 


On the same problem, the convention also (1) 
was told by Joe Lapides, A.B.C.B. treasurer from 
Baltimore, Md., that bottlers in his State had de- 
cided to hold off any action in amending soft drink 
manufacturing regulations for at least two years, 
and (2) was warned by an Ohio Agriculture De- 
partment official, C. L. Coffman, that amending 
State laws to permit the use of Sucaryl could not 
be effected without also giving legal approval to the 
use of all other sugar substitutes, including sac- 


charin. 
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This note of warning, coupled with Mr. Lapides’ 
report that Maryland bottlers are approaching the 
synthetic sweetener situation with extreme cau- 
tion, came on the heels of Dr. Lockhart’s presen- 
tation and apparently exercised a restraining in- 
fluence on the convention delegates. For, no resolu- 
tion was introduced nor even a voice vote taken 
on Whether not to seek a revision in Ohio’s bot- 
tling laws to admit sugar-less beverages. 

While the Sucaryl! discussions undoubtedly high- 
lighted the convention, serious attention also was 


yiven to other key trade problems. 


Prices, Deposits, Taxation Also Discussed 
@ A panel composed of bottlers and trade maga- 


zine editors answered leading questions on de- 





SUCARYL SPEAKERS, Dr. E. J. Matson, left. of Abbott 
Laboratories, and Dr. E. E. Lockhart. Sugar Information, 
Inc., exchange smiles at Ohio meeting. They differed 
on the question of revising beverage processing regu- 
lations to permit the use of non-nutritive, synthetic 
sweeteners in soft drinks. 





posits, prices, advance selling and cooperative ad- 
vertising. 

@ Ed Wagner, ABCB board member from Cin- 
cinnati, and chairman of the Ohio association’s 
legislative committee, gravely declared that the re- 
cently-proposed cent-a-bottle soft drink tax in Ohio 
is “a very real threat that must be met and beaten.” 

@ Alfred N. Steele, President of the Pepsi-Cola 
Co., a surprise speaker, complimented Ohio bot 
tlers for ‘adjusting your prices to the point where 
there are now profits in this industry.” (Split prices 
in the State generally range from 96c¢ to $1.20; 
quarts from $1.45. and up. 

@ Outyoing association president Julius Darsky, 
Pepsi-Cola, Akron, called for still further price 
increases as the answer to most of the trade’s re 
maining problems. 

Rounding out the convention program—one of 
the finest prepared for any bottlers’ convention in 
any year--were addresses by Arthur Horrocks, 
Public Relations Counsel, The Goodyear Tire and 
Rubber Co., Akron; Carl Taylor, President, Wau- 
kesha (Wisc.) State Bank; Paul J. Daugherty, Leg- 
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islative Director, Ohio Chamber of Commerce; and 
Loring Overman, Assistant Secretary, A.B.C.B. 

But, possibly because it was the first time that 
any state association had scheduled an “open air- 
ing” on sugar-free beverages, the discussions on 
this subject evoked the most interest and enthus 
iasm. 

In support of his platform that state legislatures 
should open the door to Sucaryl-sweetened soft 
drinks, Abbott Laboratories’ Dr. Matson declared 
“there is a broad need for restricted caloric intake.” 

He said that there are millions of diabetics, whose 
intake of starches and sugars “must be restricted”. 
In addition, he noted that an estimated one-fifth 
of the U. S. population is overweight, and thes 


persons actually require low-calorie diets. 


Sucaryl Has “Safe Reputation” 

He declared, too, that Sucaryl “has well estab 
lished its reputation as a safe sweetening agent”, 
and has been accepted by the Council on Pharmacy 
and Chemistry of the American Medical Associa 
tion. “The only effect that Sucaryl has on the bodys 
is its effect on the sense of taste, and this is a 
pleasant one,” he. said. 

Dr. Matson emphasized, however, that his com 
pany “has no quarrel with sugar.” 

In rebuttal, Sugar Information’s Dr. Lockhart 
pointed to some of the ‘many ramifications” in 
volved in producing and merchandising non-nutri 
tive soft drinks. 

He declared that any advertising or promotion 
in behalf of sugar-less drinks is in effect a knock 
“It will be dif 


ficult to praise what appears to be the virtues of 


against suygar-containing beverayes 


non-caloric beverages”, he warned, “without null 
fying all of the demand for the sugar beverage 
that has been developed by positive education over 
the vears.” 

And, he emphasized that the replacement. of 
sugar with a synthetic sweetener in soft drinks 
will have little affect on the accumulation or re 
moval of excess weight. 

He said that a bottle of soft drink contains 
approximately 100 calories, which is “only 5°, of a 
daily intake of 2000 calories, which for most people 


will not add excess weight.” 


New Officers Named 

Jack Reeder, Coca-Cola, Dayton, was elected 
president of the association at the close of the busi 
ness sessions. Homer U. King, Mansfield, was 
elected vice-president, and Harold Schottenstein, 
Pepsi-Cola, Columbus, treasurer. Miss Mary Lou 
Marlay continues as executive secretars 

Appointed to the Board of Directors were Crome 
Mashburn, Coca-Cola, Cincinnati; Warren Pabst, 
Hamilton, and Mr. Schottenstein. Holdover direc 
tors are George J. Foster, Cleveland; I. N. Jarson, 
Cincinnati; Clair Mantz, Akron; Leo Miller, Toledo, 


and incoming president Jack Reede} 



























“| SWITCHED TO SQUIRT” 


Says Mary Jane Stover, 
Port Huron, Mich. 


Because .. . “My housework is not 
nearly so tiring with Squirt around 
for an occasional pick-up . .. it’s so 
refreshing...” 










“| SWITCHED TO SQUIRT” 


Says Dr. A. D. Uhls 

Kansas City, Mo. 
Because... “Most soft drinks leave 
me hunting a water-chaser, but 
Squirt is different —it actually has 
a fresh,clean taste after I drink it.” 





“IT SWITCHED TO SQUIRT” 


Says Herb Zien, 
Milwaukee, Wis. 
Because... “I like my High Balls 
smooth, and Squirt is the smooth- 

est mixer ever... 






“| SWITCHED TO SQUIRT” 


Says Helen LaGuire, 
Nevada, Mo. 
Because ... “I've found that at my 
parties most of the guests want their 
drinks mixed with Squirt... seems 
most everyone ts switching to 
Squirt...” 

























WRITE FOR 
COMPLETE FRANCHISE 
DETAILS TODAY 

















SQUIRT Cr 


THE SQUIRT COMPANY 


202 South Hamilton Drive, Beverly Hills, California 


MPANY 















PALLET & DECK BODIES 


HERMAN 


BOTTLERS’ 


BODIES 


THAT WILL DELIVER 


MORE FOR YOU ATA 
GREATER PROFIT! 
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« More Route Calls—Faster... 
¢ More Merchandise Per Trip... 


« More Driver Comfort Thru Ease of 
Operation... 


¢ That’s HERMAN'S Offer for '53 


And, Herman Bottler Bodies are built to 
last... Heavier gages at all stress points 
and rust resistant protective underskin 
featured on ali models enable Herman 
to give maximum service at lowest cost. 
Along with these features of economy 


and long life, you get matchless styling 4 


and practical design in beautiful Herman 
“Rolling Billboards’ * that advertise the 
goodness they carry. 


* ‘ 
‘Rolling Billboard” is a copyrighted name 


THE “5 WIDE” DECK BODY 


(or "4 WIDE”’) 
STANDARD OF THE BOTTLING INDUSTRY! 


Skeleton case slides and separators reduce weight and 
eliminate cleaning problems and make this the 
EASIEST LOADING AND UNLOADING DECK BODY 
EVER BUILT. Strong steps-—-tough fenders—stout 
bumpers complete this well integrated unit. 


‘PHONE or WRITE TODAY for 


HERMAN BODY COMPANY 


Manufacturing Plants: ELIZABETH, NEW JERSEY * ST. LOUIS, MISSOURI 







THE “LOW-BOY” PALLET BODY 

RUNNING BOARD LOADING HEIGHT accomplished by a 

simple drop frame construction—standard with Herman 

Engineers for a generation. 

All-welded high tensile steel construction—corrosion re- 

sistant. Mounts on any make chassis. 

SPECIAL DECK INSERTS ARE AVAILABLE FOR THE 
“TRANSITION PERIOD”. 


THE "STRAIGHT FRAME” PALLET BODY 


Has special reinforcing against lift truck damage. Smooth 
floor and divider clearance promotes most efficient LOAD- 
ING and UNLOADING. All-welded high tensile steel con- 
struction—corrosion resistant. Mounts on any make chassis. 
Compartment separators and roof are optional equipment. 


DECK BODIES 








THE “LOW-BOY”"’ DECK BODY... 


. also features RUNNING BOARD LOADING HEIGHT. 
5 case wide skeleton type deck body lower by more than 
a case than the Standard "5 Wide", featuring drop frame 
construction. ONLY 71% INCHES TO THE 6TH DECK 
WITH SMALL BOTTLES—66 INCHES TO THE 5TH DECK 
WITH LARGE BOTTLES. 





COMPLETE 


INFORMATION 
SALES OFFICE 


4414 CLAYTON AVENUE 
ST. LOUIS 10, MO. 


FRanklin 5300 









Bottlers Attack On 
Discriminatory Tax 
Highlights W. Virginia 
Meeting 


w# IRATE attack against West Virginia’s dis- 
criminatory cent-a-bottle soft drink tax, which has 
depressed beverage volume in the state by 25% 
and forced the closing of over 10 plants in less than 
a year and a haif, featured the 48th annual conven- 
tion of the West Virginia Bottlers’ Association, 
March 23-24 in Charleston. 

The attack came from J. E. Decker, outgoing 
president of the association, but significantly, only 
a relatively small number of the state’s 80-odd 
bottlers were present to hear him tongue-lash the 
levy with well-documented facts and biting ad- 


jectives. 
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Using charts and other well documented evidence, 
J. E. Decker, outgoing president of W. Va., bitterly 
attacked State's discriminatory soft drink tax, claimed 
it was “legislating a legitimate industry into bank- 
ruptcy.” 





The main reason for the small bottler turnout, 
it can be reliably reported, centered around various 
aspects of the tax problem. First, it’s known that 
the tax was initially proposed and supported by a 
group of bottlers in order to “break” the nickel 
price—and this group did not show for the conven- 
tion. Second, the association last year upped its 
dues schedule in order to raise funds for the tax 
fight—and this had the effect of reducing both 
bottler and associate membership. 

In his verbal blast against the tax, Decker took 
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State’s bottlers also endorse plan to 
form local organizations to help patch 
up differences on price, other problems. 





cognizance of these problems; he pleaded for a res- 
toration of good fellowship among the state’s bot- 
tlers. The unanimously 
endorsing a proposal to establish, under the aegis 
of the state association, local bottlers’ groups for 


convention responded by 


the purpose of patching up past differences on the 
tax and other 
prices, which also have caused considerable discord. 


current trade headaches, namely 





Mal Guthrie, left, incoming president of the West Vir- 


ginia Bottlers Association, reecives congratulations 
from outgoing prexy J. E. Decker. Executive Secretary 
Ralph H. Smith, center, looks on. 





Speakers Back Plea For Unity 

Decker, incidentally, was not the only one to call 
for greater unity. Executive Secretary Ralph Smith, 
pointing to the “Shouse divided’, submitted a five- 
point platform, including the establishment of an 
“ethics committee’, to help rebuild the state asso- 
clation. Edwin F. Wagner, ABCB 
from Madison, IIl., departed from his prepared text, 


Joard Member 


to make a fervent plea for the formation of local 
associations. Members of a special panel endorsed 
the idea, too, pointing to the benefits achieved by 
local groups in nearby states. Even D. Mitchell Cox, 
Vice-President of the Pepsi-Cola Company, gener- 
ally an inspirational-type speaker, felt obliged to 
comment on the need for removing enmity among 
bottlers. “If we must fight, let it not be with our- 
selves—but with our common enemies’, he 


selled. 


One of the industry’s common enemies, of course, 


coun- 


is the discriminatory tax, and Decker minced no 


words in labeling it a gross “‘miscarriage of jus- 
tice,”’ 


It's “Bad” Anyway You Look At It 






Throughout his talk, Decker described the tax as 
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“They’re saying, ‘The Nehi Line is the 


most complete line in the industry.” 
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“ha the British Commonwealth, 


manufacturer of hundreds of articles 
sold ’round the world. Bustling, busy 


city. But not too busy to enjoy 


A the pause that refreshes with 
~ : 
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Mes every industrial center, 


they know you work better when 


you work refreshed. 





28 








“obnoxious”, ‘terrible’, “unfair”, “punitive” 
“bad”, “onerous”, “oppressive”, “unjustifiable” 


“vicious”, “a monstrosity’, “badly selected”, “un- 


sound”, “a serious inequity”, and ‘legislating a 
legitimate industry into bankruptcy” 


His estimate of a 25°7 to 30¢; decline in West 
Virginia’s soft drink volume since the tax was in- 
troduced is substantiated, he said, by tax collection 
figures. The state anticipated a better than $4 mil- 
lion annual return from the levy; in its first year 
it yielded less than $3 million. He declared that 
using the tax towards financing a state medical 
school was “tying a wrong tax to a good cause” 


West Virginia bottlers, who are “victims of 
political circumstances”, Decker stated, do not op- 
pose a general broad base tax. But, he argued that 
“taxation applied against a single industry is in- 
defensible’, and contended that “any tax which can- 
not be justified for all businesses cannot be justified 
for any business”. Then he said: “You wouldn't 


tax an alley dog the way we’re being taxed” 





Questions on key trade problems were answered by 
special panel at W. Va. convention. Seated, left to 
right: S. F. Scott, Jr.. Armstrong Cork, moderator; Pat 
Vallandingham, Charleston Pepsi-Cola; C. M. Romine, 
Liquid Carbonic, and D. D. Waters, Owens-Illinois. 
Standing: Ben Ginsberg, American Bottler; Edwin F. 
Wagner, A.B.C.B., and J. E. Stevens, National Bottlers’ 
Gazette. 





On the brighter side, the fiery association presi- 
dent said that “considerable, commendable prog- 
ress” had been made in the bottlers’ “quest for 
tax justice’. But off-the-floor comment had it that 
the tax would not be repealed for at least two years 

when the West Virginia legislature next con- 


venes. 


In addition to championing the cause of local 
associations, the panel members also discussed price 
and deposit structures, costs and dietetic bever- 
ages. They were: D. D. Waters, Owens-Illinois 
Glass Co.; Charles N. Romine, Liquid Carbonic 
Corp.; Edwin F. Wagner, ABCB Board; Pat Val- 
landingham, Pepsi-Cola bottler, Charleston, W 
Va.; Ben Ginsberg, Editor, The American Bottler, 
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A party natural 


There’s a certain sparkle and richness in 


delicious NuGrape Soda that makes it a “natural” 







party drink whenever the youngsters 


gather together 





























NuGrape’s all-time popularity with the young set 


Opens a great volume market for bottlers. 
White Motor Company's Robert Cass, left, urged West 
Virginia bottlers to watch delivery and truck mainte- 
nance costs; Pepsi-Cola’s D. Mitchell Cox made a dra- 
matic plea for trade unity. 


Why don’t you investigate NuGrape today? 





and J. E. Stevens, Staff Editor of NATIONAL BOT- 
TLERS’ GAZETTE. Sam Scott. Armstrong Cork Co., 


served as moderator. 


Better Delivery Cost Management Urged 


The convention also heard an address on delivery 
costs by Robert Cass, assistant to the president of 
White Motor Co., Cleveland, Ohio. Cass, who also 
is president of the Society of Automotive Engi- 
neers, declared that truck manufacturers today are 
engineering their trucks to cut down driver fatigue, 
help speed loading and unloading operations, and 
improve vision and maneuverability. He also warned 
bottlers to carefully watch maintenance costs, point- 
ing out that “basic costs for every type of truck 


and truck operation have now been accurately de- 


SSS> , 


termined, and these should be checked against your 


x \s 
NS 


WN 


costs . 


Two informative films also were shown to con- 


A 


wt 





Newly-elected officers of W. Va. Boosters Association. 
Seated: S. F. Scott, Jr., Armstrong Cork, vice-president: 
Wm. Vossler, Pure Carbonic, president; O. L. Duncan, 
Duncan Box & Lumber, secretary-treasurer. Standing: 
Directors Bob Kay, Glenshaw Glass; Harvey Green- 
leaf, Nehi, and D. D. Waters, Owens-Illinois. 
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ACCUMULATIVE LOADING — Simpli- 
fies feeding operations — no gang- 
ing up — no jamming — bottles 
move to pocket carriers in smooth, 
orderly fashion. 


. 


A 


AUTOMATIC UNLOADING — After 
complete washing cycle, bottles are 
gently and automatically unloaded 
ready for trip to filler. 











DOUBLE END Saaker 
BOTTLE WASHER 


Combining CONTINUOUS L-O-N-G SOAKING 
with Multiple POWER WASHING 


Look at the beautiful lines of this D&L Bottle Washer — free 
from complicated gears and mechanisms every external and in- 
ternal detail designed and built for daily hard usage in any modern 
bottling plant. 
A D&L is your answer to the ultra important job of producing 
a continuous flow of sparkling, clean, sterile bottles for your 
beverages. 

Protect your PRODUCT and REPUTATION with a 

D&L JOB-PROVEN BOTTLE WASHER 


Send for complete information 


DOSTAL & LOWEY CO. "sisi." 


OES A BETTER JOB 


& 


7, ae | OWER COST 






vention delegates by Owens-Illinois Glass Co. and 
Crown Cork & Seal Co. 


New Officers, Directors Named 


In the elections, Mal Guthrie, Seven-Up Bottling 
Co., Charleston, was elected president of the asso- 
ciation; lst vice-president, Don Fleming, Parkers- 
burg; secretary, L. G. Brisbin, Huntington; trea- 
surer, Lewis Hatcher, Charleston; executive secre- 
tary, Ralph Smith. Charleston. Named directors 
were L. G. Brisbin, toyal Crown Bottling Co., 
Huntington; Edward Lee, Coca-Cola Bottling 
Works, Clarksburg; J. O. Pearson, Coca-Cola Bot- 
tling Co., Wheeling; Owen Squires, Seven-Up Bot- 
tling Co., Wheeling; Clarence Johnson, Seven-Up 
Bottling Co., Huntington, and outgoing president 
J. E. Decker, Nehi Bottling Co., Rainelle. 


Holdover directors are Donald P. Fleming, Coca- 
Cola Bottling Co., Parkersburg; M. G. Guthrie, 
Seven-Up Bottling Co., Charleston; A. B. Hatcher, 
Top Rock Bottling Co., Charleston; Ralph Hover- 
male, Berkeley Club Bottling & Manufacturing Co., 
Berkeley Springs, and G. A. Mohler, Jr., Coca-Cola 
Bottling Co., Beckley. 


The West Virginia Boosters Association, affili- 
ated supplymen’s group, elected William Vossler, 
Pure Carbonic Co., as president; S. F. Scott, Jr., 
Armstrong Cork Co., vice-president, and O. L. Dun- 
can, Duncan Box & Lumber Co., secretary-treas- 
urer. 

As directors, the boosters named D. D. Waters, 
Owens-Illinois Glass Co.; Harvey Greenleaf, Nehi 


Corp., and Bob Kay, Glenshaw Glass Co 





Other Bottlers' Views of the Tax 


“Our entire tax fight must be put on a broader 
basis of public participation. We must get the sup- 
port of the people in this task. We must educate 
them to the fact that they—and not West Virginia 
bottlers—are actually paying this tax.”—Mal Guth- 
rie, Sever-Up Bottling Co., Charleston. 

“The soft drink industry in West Virginia 
doesn’t object to paying its fair share of tax- 
ation. What we heatedly oppose is the levying 
of a tax against a single industry—which places 
that industry in a poor competitive position. 
We must make these facts clear to the public 
and the legislature.”—A. B. Hatcher, Top Rock 
Bottling Co., Charleston. 

“The tax levy comes near to destroying a clean 
and legitimate industry that has as much right to 
survive as any other industry. It behooves all bot- 
tlers in the state to actively support their associa- 
tion in the fight against this vicious levy. —Edward 
Lee, Coca-Cola Bottling Works, Clarksburg. 





National Bottlers’ Gazette 


‘ 
; 




















A driver satisfied with his 
truck will deliver more goods 
in a day. Good visibility in the 
cab, easy accessibility of driv- 
ing controls, and cab comfort 
all help make driving easier 
and keep drivers satisfied. 


Choosing A Delivery Truck 


Many factors enter into the problem of choosing the right 


truck for the job. 


7, IS important tor the business man using deliy 
ery trucks in his business to select the best truck for 
his particular job. The average man running his own 
company spends years learning the business, so he 
has no time to also become a truck specialist. Yet 
choosing a truck today is a crucial business problem 
Delivery costs are at record levels. The truck which 
the businessman chooses will affect his delivery costs 


for vears to come. So his choice should be a wise one 





by WM. S. WOOLSEY, Sales Manager, Trucks, Dodge Division, Chrysler Corp. 


He wants the truck that will give him the most 
efficient deliveries at the lowest cost. But to find 
that truck, he must know first what specific features 
Increase a truck’s efficiency, and what features 
reduce costs. He must know, too, what trucks are 
available for his work and the type that best fits 


his needs 


3 Types of Delivery Trucks 


Three types of trucks are the main workhorses 
for delivery service—the walk-in panel, the conven 
tional panel, and the express (or pick-up). In the 
soft drink industry, these types would be chosen for 
small routes, speciai deliveries, or advertising work 

The walk-in type panel is designed specifically 
for trequent-stop service. It is, by all odds and by 
any standard, the most efficient, economical truck 
for door-to-door or store-to-store delivery work 

The conventional panel, because of its low first 
cost and inexpensive operation, is suited perfectly 
for Jobs where drivers do not have to step in and 
out frequently——in delivering large single orders, 
in starting new routes, and for special deliveries. 

The express, because of its even lower first cost, 


is the most economical truck where the driver does 
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IT'S FROSTIE WEATHER! 


Nowadays, most bottlers hopefully 
check the thermometer and mentally 
thumb the orders warm weather will 
bring in. But Frostie bottlers seemingly 
pay no real attention to it, because they 
know that it's Frostie Weather, right 
around the calendar! Sounds like hot 
air? Mister, we've got dozens of letters 
from our franchise holders telling us of 
setting sales records with snow on the 
ground! Only thing warm weather means 


to them is... time to order new trucks! 






Frostie makes everybody happy . . . bot- 


tler, dealer and customer. 




















Want details without 
obligation? One of 


our competent field 



























men can be at your 
plant within a couple 
of days from the 
time we receive a 


postcard from you. 


A SINGLE 
SIP SELLS! 







12 FULL 
OUNCES! 
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B-1 1S THE SECOND LEADING LEMON-LIME 


SECOND NOW! BUT GROWING FAST 
GROWING IN A GROWING MARKET! 





BOTTLERS LIKE YOURSELF, ALL OVER THE COUNTRY ARE BEGIN- 
NING TO REALIZE THERE'S ROOM FOR COMPETITION IN THE 
ALMOST UNCHALLENGED LEMON-LIME FIELD IN THEIR TERRI- 
TORIES. THEY ALSO RECOGNIZE THAT IT'S GOING TO TAKE A 
GOOD PACKAGE, A PLUS FACTOR (vitamin Bi) PLENTY OF SMART 
MERCHANDISING AND A WIDE-AWAKE PARENT COMPANY. 
THESE BOTTLERS ARE SIGNING B-| FRANCHISES. 


B-1 IS READY FOR ITS FUTURE POSITION IN THE INDUSTRY 


An attractive case cost, a good six-bottle carton program, plenty well- 
planned and down-to-earth promotions. . . . all of these things designed 
to help you get a substantial share of the lemon-lime market at a profit to 
you. 


SEND FOR INFORMATION AND SAMPLES TODAY! CONDUCT 
YOUR OWN TRADE SURVEY AND MARKET ANALYSIS 


Get Your Own Factual Answers to the Following Questions 


1. Am | missing the winter sales | could be getting with B-1? 
(Thanksgiving to New Years Day sales almost equal summertime) 


2. How much lemon-lime is being sold in my territory today? 
3. Is it increasing or decreasing? 


4. Are all the dealers and all the consumers satisfied with the lemon-lime 
they are getting now—without a chance to choose a competitive 


product? 


5. What percentage of the lemon-lime business could your organization 


get? 


WRITE, WIRE OR PHONE NOW ..-.- 


B-1 BEVERAGE CO., 2301 Hampton Ave. 
ST. LOUIS, MO. 
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not have to handle his load frequently, and when the 
load does not usually need protection from the 
weather. In unusual cases protective tarpaulins 


may be used. 

A businessmen can solve many of his truck prob- 
lems if he keeps records of his delivery costs. 
Assume he must replace a truck servicing a busy 
40-mile route. He finds this service costs him 40 
cents a mile, or $16 a day. He finds that 20 per cent 

or 8 cents a mile—usually takes care of all vehicle 
costs: Gasoline, oil, tires, garage, washing, repairs, 
depreciation, license, interest on investment, and 
insurance. The remaining 80 per cent, or 32 cents 
a mile, covers only one thing—labor! 

Labor costs represent the top-priority economy 
target for the businessman selecting a new truck. 
But how can he reduce labor costs? Certainly not 
by hiring unskilled drivers for lower pay. Nor by 
trying to do the same work with fewer men. He 
can cut labor costs by choosing his truck wisely and 
providing his drivers with a plant, which, like any 
efficient plant, is designed to deliver the highest 


production at lowest cost. 


Body Must Be Ample 


What should a truck have to provide the greatest 


driver efficiency ? The body must be slightly larger 


than the payload actually requires. The load then 
takes less handling and rearranging on the road. 

Steps must be low. A low floor at the back reduces 
lift height. Suppose a driver makes 100 stops a day 
with 40-pound deliveries. A truck floor 18 inches 
high at the front door, compared to one 28 inches 
high, saves this driver as much energy in a single 
day as it would take him to walk up the stairs of 
a 40-story building! 

Time spent loading a truck and driving to the 
customer is not profitable time. The most economical 
delivery truck must have both the power and speed 
to keep this unprofitable time at a minimum. 


Must Be Easy to Drive 


The truck must be easy to drive, with as short 
a wheelbase as possible. Mechanical devices and 
special equipment to help a driver work faster and 
with less effort are wise investments. Important 
time and back-savers are automatic brake holders, 
and fluid couplings to reduce gear shifting and 
cushion the power train against sudden stops and 
starts. 

These qualities, built into the walk-in type panel 
for long-range economy, permit drivers to make 
more deliveries and solicit more business—in less 
time and with less effort—all at less cost. The pur- 
pose of a frequent-stop delivery truck is not only to 
carry a load, but to provide fast, economical working 
of the load. Choosing such a truck is like buying any 
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productive equipment — it must be judged by how 
much it produces. 

Conventional panels and expresses, on the other 
hand, are general utility trucks for economical 
deliveries where frequent working of the load is not 
required. The bottler buying these trucks will be 
interested in payload, cargo space, operating cost, 
buying price, maneuverability, power, appearance, 
safety features, and all-around ruggedness. It might 
be helpful to take a quick look at some of these 
qualities. ‘ 

How much either of these trucks will carry——and 
that is the job they are bought to do—depends upon 
payload and cargo space. Even a slight edge in 
payload, like a small increase in daily income, has 
strong long-term advantages. A truck that can carry 
200 pounds more on each trip can carry 10 tons 
more in 100 trips. 


Handling Ease Is Important 


Businessmen who know how to select a truck for 
handling ease follow this rule: Among trucks weigh- 
ing the same, the one with the shortest wheelbase, 
shortest over-all length, widest front tread, and 
sharpest turning angle of the front wheels will be 
the easiest to drive. They know that a driver who is 
satisfied with a truck which handles easily will 
deliver more goods in a day. 

Buying price can be an illusive subject. Standard 
equipment varies from one truck to another. The 
wise buyer will decide how he wants his truck 
equipped, then compare the cost of each truck 
including that equipment. 

Businessmen will have little trouble with truck 
problems if they remember they can answer most 
of their questions by talking to local truck dealers, 
and by inquiring among other successful truck 
owners about the records of the trucks in their fleets. 


Sales, Cost Survey Of 
Industry Underway 

Questionnaires for the Survey of Bottled Soft 
Drink Costs and Sales for 1952 have been mailed to 
all members of A.B.C.B. (An N.B.G. sales survey 
for 1952 indicated a 16% increase in volume over 
1951. See “Beverage Business Booming”, Nov., 1952 
issue, ) 

The results of the A.B.C.B. survey will make it 
possible for any individual bottler to see how he 
stands in relation to others in the industry regard- 
ing sales and expenses. The sales portion of the 
survey will provide information as to sales patterns 
throughout the country and in particular regions. 

A.B.C.B. stresses that all questionnaires will be 
held in strict confidence and will not be distinguish- 
able by plant or location in the final report, which 
will be sent to all those cooperating. Each plant, 


however, will be able to identify its own operation. 
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In Industry 
after Industry 


YALt 


sets the pace 


Give this great YaLF truck every test you 
know. Run it fully loaded on ramps, in- 
doors and out. See the power it delivers... 
the fuel economy it gives. Let operators test 
it for smoothness...for maneuverability... 
for safety.:.and you'll see why it’s the 
standout truck of this or any other year. 








Features no other 
truck combines 


1 Fluid Drive... gives 3:tor8itimes 
longer clutch life 


2 65 HP industrial engine built for 
rugged continuous service 


3 Automotive Type Brakes with ex- 
tra braking surface 


4 Shockless steering...for greater op- 
erating ease and safety 


5 _Hypoid Gears oil-sealed against 
dirt and dust, give drive 30% more 
strength against shock loads 











*Registered trade mark 


Gas, Electric, Diesel Lift Trucks @ Worksavers @ Hand Trucks @ Hand and Electric Hoists @ Pul-Lifts 


































Whatever type of truck will serve you best—Gas, Electric or Diesel 
powered—you ll find it in YALE’s comprehensive line, 

Also ask for full information on the numerous attachments Yale 
makes available for special handling problems. o* matiowas 


* MATERIALS 
HANDLING 
EQUIPMENT tay 18-92, 1983 


PHILADELPHIA 

















Peewee ses ie THIS COUPON TODAY = ot = 92 ee ee =o 
The LZR Manufacturing Co., Dept. 564 
Roosevelt Blvd. and Haldeman Ave., Phila. 15, Pa. 


Please send me 


The Picture Story of Yale Materials Handling Equipment 
[] Please have you local re presentative call for an appointment 
Company 
Name Tithe 


Street Cits State 


ananenananananeneunasedl 


In Canada write: The Yale & Towne Mfg. Co., Box 337—Postal Station ‘‘A''—Toronto 


ee ee ee 
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o CRRDOX 


BULK LIQUID 





with 


() CAPITAL OUTLAY 





CO, 


() MAINTENANCE ss 
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EXPENSE! 


By now practically all operators of bottling 
plants know about the many advantages and 
economies of the CARDOX System of Bulk 
Liquid COz2 Delivery and Storage. 


They know how CARDOX COsz is delivered by 
tank truck and pumped by the fon into the 
CARDOX Storage Unit at the plant... How the 


System saves labor— reduces COz consumption | 


and losses—eliminates servicing interruptions 
— simplifies operations and cuts costs all along 
the line. 


But some operators don't yet know that they can 
have all these benefits without spending a penny 
in capital outlay or maintenance. If this sounds 
too good to be true, here's how it’s done: 


CARDOX Systems are installed on a supply con- 
tract basis. You don’t have to buy a single item 
of equipment and installations are made by 
Cardox Engineers at our expense. We perform 


CARDOX CORPORATION 


CO? Supply Depots at: 
Oakland, Calif. 
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Norristown, Penna. 
Los Angeles, Calif. 








and pay for all normal maintenance. All you pay 
for is the CARDOX COz you use, at the very 
reasonable rates established in your contract. 


The CARDOX System is now in use in hundreds 
of efficient, cost-conscious plants. WRITE TODAY 
FOR FULL PARTICULARS ON HOW YOU CAN USE 
IT TO IMPROVE YOUR OPERATIONS. 


+ Based upon reasonable consumption requirements 


BELL BUILDING « CHICAGO 1, ILLINOIS 


Suffolk, Ya. St. Louis, Mo. 
San Diego, Calif. 


Barberton, Ohio Dearborn, Mich. 
Phoenix, Arizona Cabin Creek, W. Va. 


MANY PROBLEMS 


—and one answer 


Our economic ills can be cured by obtain- 
ing an adequate price for our products, 
this bottler declares. 





by Julius Darsky, GOLDEN AGE PEPSI-COLA 
BOTTLING CO., AKRON, OHIO. 


Ov industry often has been pointed out as a truls 
institution. The terrific Pepsi-Cola jingle, 
“Have a Coke,” “Hires to You,” and 


many others too numerous to mention, have truly 


American 
the slogans 
not only on the American scene, 
of the 


become bywords, 


but in every corner world as part of the 


democratic way of life. 


I don’t think that we realize what a truly demo- 


cratic industry we represent. If we stop for a mo- 


ment to reflect upon the past ten to twelve years, 
we will indeed be proud of the soft drink industry 


and the part we played in it. 


The past few years, from and including the World 
War II Period, have truly tested the mettle of dem- 


ocracy. The soft drink industry has gone through 


these trying times with flying colors, and indeed has 


set a pattern for all industry and all democratic 


institutions to follow. 
when with practically 


In these past few vears, 
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no exception, every phase of American life went to 
Washington for assistance of one type or another, 
the soft drink industry stood “four square” on its 
own feet. 


When funds were loaned by the R.F.C., no bottler 
to my knowledge, was a recipient of those funds. 
When farmers received subsidies, the soft drink 
business did not even stand in line waiting for one. 
When luxury hotels were being built with govern- 
ment funds, the bottling industry worked day and 
night solving its own financial problems. 


During the war when raw materials were severely 
limited, the soft drink industry could not convert 
to other products in order to keep their plants and 
personnel going. We were alone, without any Fed- 
eral aid or local support to keep our operations 
moving. 


In spite of the hard road we had to travel, let’s 
look at the other side of the ledger: During these 
same trying times, we held down the price of our 
product to the consumer, to a greater extent than 
any other product on the American market, with 


the possible exception of chewing gum. 


Even today, twelve years after World War II 
began, with the average cost of all kinds of foods 
at 230°) of the 1935 to 1939 level, » find that soft 
drinks throughout the country can still be purchased 
by the consumer at 5c per bottle, or less. I do not 
know any statistics on the total increases in the 
selling price of soft drinks to the Consumer, but it 
would be my estimate that the average price 
throughout the country has not increased more than 
30°, at the consumer level. 


In spite of the tremendous job our industry has 
done through this inflationary period, it is now 
time for us to look around and see what we must 


do from this point on. 


Let us stop for a moment and analyze our current 


“Our greatest weakness, as an industry, is in not being 
able to attract the type of employees which are necessary 
to build a lasting business”. 
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“Our Dodge trucks have 
always been low on maintenance” 


. says Frank Cox, Sales Supervisor, Royal Crown Cola, New Rochelle, N. Y. 





“Pallet loading is rough treatment for any truck. 


a ‘ Our Dodges have the ‘beef’ in them to stand up 
New features of Dodge “Job-Rated” Trucks under this kind of pounding. A bottler cannot 


earn higher profits for bottlers make much money if his trucks are tied up in the 
repair shop and our Dodges have always been 


low on maintenance. 








3 BRAND-NEW ENGINES 


Three new engines, plus boosted horsepower 





“Another important truck factor for the bottling 
business is maneuverability. Our Dodge ‘Job- 
Rated’ trucks can get into corners of the ware- 
house that are impossible for other makes. This 
also means more loading speed and . . . in the end 

. better profits. Dodge builds a fine truck for 
beverage deliveries.” 







in other Dodge engines, give a total of 7 
husky power plants with 100 to 171 h.p. 
Advanced dual-primary-type brakes in 1- 
through 4-ton models for smooth, sure 












stops and greater load protection. 









NO-SHIFT TRANSMISSION 
Truck-o-matic, with gyrol Fluid Drive 
available in !.- and *,-ton trucks. Dodge- 
Tint glass available in all models to cut sun 





Save money every mile with 


‘TRUCKS 
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glare and give cooler cabs in summer. New 
styling inside and out. Get more truck for 
your money. See your Dodge dealer. 


















SCOVILL OPENERS 
for Added Sales! 


When you buy bottle openers, make sure you put 
your name on a type that customers will value and 
keep, like these inexpensive Scovill sheet metal 
bottle openers, for instance. Scovill’s design has 
made them easier and more convenient to use, so 
naturally your customers will hang on to them— 
and your message will really get itself read over and 
over again. 


SCOVILL NO. 120 MIGHTY MIDGET. 
Its flat, highly polished nickel- 
or copper-plated surface is per- 
fect for your trade name or 
label. Itssmallsize and bevelled 
ends without points make 











) it easy and safe to carry 

7 as a useful and con- 

e~ stant reminder of 
be your product. 


\ ==, 
‘ >) 
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SCOVILL NO. 102 BANTAM. Its curved 
shape gives added strength with less 
weight and makes it easier to pick up, 
more comfortable to use. Made of 
nickel-plated steel. It may be lettered 
around the opening as well as on the 
handle, and in color if desired. 





SCOVILL OPENERS STAY ON THE JOB! 


Scovill sales producers are built for easy and continued 
use —and keep your name in front of your customers. 
Both of these openers bear on the middle of the bottle 
cap, thus reducing the risk of bottle breakage. They are 
priced among the least expensive sheet metal openers on 
the market. For prompt delivery or descriptive literature 
and samples, write us today. 135 


SCOVILL sila Arden 


SCOVILL MANUFACTURING COMPANY 
ADVERTISING SPECIALTIES DIVISION, 59 MILL STREET, WATERBURY 20, CONNECTICUT 
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problems. Some say our problems can be solved by 
a carton deposit. Others say that our problems can 
be solved by an increased bottle and case deposit. 
Still others say that getting better employees is the 
solution to the problem. 


I think that the common denominator that 
weaves through all of our problems, and in the 
end will solve most of them, is that we get a 
reasonable price for our product from now on. 


The nickel, and six for a quarter bugaboo, have 
been exploded in this industry. We are no longer 
dedicated to maintain a 5c retail price come “Hell 
or High Water.” We realize and have proven that 
the public will pay a fair price for a good product. 
We know that the public will pay a price consistent 
with the costs in each given area. The industry has 
proven that a $1.35 per case is a fair price on the 
West Coast, $1.40 is a fair 
Illinois, $1.20 is a fair price in the East, 


price in Southern 
and various 
prices from 96c up to $1.60 for 24 6-0z. to 12-o0z. 
bottles are being charged throughout the country. 

A reasonable price for our product will eliminate 
the necessity for a carton deposit. It will also elimi- 
nate the necessity for increasing our bottle and case 
deposit. I feel that the final price of our product 
should reflect our total costs, which include delivery, 
production, raw materials, as well as loss on bottles 
and cost of cartons. 

Our greatest weakness, as an industry, is in not 
being able to attract the type of employees which 
are necessary to build a lasting business. At one 
time, our industry had the finest men available. 
There were many college men who were soft drink 
salesmen. 

We must now take concrete steps to bring better 
type men into our organizations. I give you these 
following facts and leave you to reflect on the final 
solution: 

In the January 29th 1953, 


Daily Tribune, there was an article stating that the 


issue of the Chicago 


Ford Moter Company now employed 164,427 people 
at a wage of 73 million dollars monthly. During 
1944, the Ford Motor Company employed 167,978 
people at a monthly wage of 44 million dollars. In 
less than eight years, Ford’s monthly wages almost 
doubled for practically the same number of em- 
ployees. 

From a recent article in the Akron Beacon Jour- 
nal, I find the following in reference to the milk 
industry in Detroit. The milk industry is in many 


respects comparable to ours. 


a) The average price of milk went from lle in 


1940 to 21%%e in 1951. 
b) The price per 100 weight paid to farmers for 
milk, went from $2.08 in 1940, to $5.03 in 1951. 
c) In the same period, drivers’ weekly wages 
went from $48.00 to $118.00. 
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TREEN BOX 


FOUR COMPARTMENT 
‘“CARRY-HOME’’ CASE 









National bottlers and local 
distributors prefer Treen COT- 
TONWOOD beverage cases— 
the lightest weight hardwood. 
They're strong, durable, and 
fine in appearance! And be- 
cause Treen quality lasts 
longer, they're the most eco- 
nomical cases to use. 


Illustrated from top to bottom: 


4 compartment carry home 
case; 


24 bottle, slotted partition 
beverage case; 

+8-'2 pt. bottle delivery 
case; 

12 bottle beverage case. 


We will manufacture any 
type, style or size of bever- 
age case to meet your speci- 
fications. Write or phone 
JEfferson 5-4490 for prices. 


TREEN BOX COMPANY 


TIOGA ano MEMPHIS STS., PHILADELPHIA 34 
“Aces in Cases’’ FOR OVER 50 YEARS 


BD 
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Industry’s Standard for 102 Years 


» 


n'a UNIFORMITY 
Colors with superior solubility, incomparable 
brilliance, dependable uniformity... no 
wonder they have been industry’s standard 
for 102 years! We produce every color in the 
spectrum... just the color to enhance your 
product sith exciting eye and buy appeal. 


For information or special counsel, write us direct. 


FIRST PRODUCERS OF CERTIFIED COLORS 
OHRSGTARN ¢ COMPANY Enc. 
ESTABLISHED 165) 
89 PARK PLACE,NEW YORK 7 «¢ 11-13 E. ILLINOIS ST.,.CHICAGO 11 + 4735 DISTRICT BLVD.. LOS ANGELES 11 
BRANCHES IN OTHER PRINCIPAL CITIES OF THE U.S. A. AND THROUGHOUT THE WORLD 












Camera Scope 


eee 








“— 


People are doing things, events are hap- 
pening. The omnipresent camera records 
them for you. N.B.G. presents the person- 
alities and events of the month in review. 





TALKING SHOP 


Dr. Pepper Company president L. M. Green (holding bot- 
tles), talks shop with officers of the American Bottlers of 
Carbonated Beverages Association during a visit to Dr. 
Pepper's national headquarters in Dallas. Left to right 
are: J. W. (Bill) Davis, Dr. Pepper bottler of Roanoke, Va.; 
Tom Baker, Washington, D. C., ABCB administrative as- 
sistant; A. G. Beaman, Nashville, Tenn., ABCB immediate 
past president and director; Frank Snell, Jacksonville, Fla., 
ABCB director: Green; and E. R. Anderson, Rochester, N. Y., 
ABCB President. 








ONE FOR THE ROAD 


An estimated 4,000 bottles of Seven-Up were distributed 
when the 1953 Chevrolet made its debut at Field’s Motor 
Car Company in Portland, Ore. In this picture, Miss Mary 
Louise Meng of the Seven-Up Bottling Company of Port- 
land is shown serving chilled Seven-Up to a few of the car- 
shoppers. The sampling operation covered both days of 
the initial showing of the car. 





“DOUBLE” IDENTIFICATION 


Double-Cola bottlers are now installing beautiful new 
permanent name signs on their bottling plants. These 
signs are constructed of special die-cast aluminum letters, 
having a high gloss baked enamel finish and mounted 
flush against the building wall. The construction and 
finish of these signs makes them easy to keep clean and 
insures a permanent deluxe identification of the bottling 
plant, telling all... “This is the home of Double- Cola.” 











GOOD PUBLIC RELATIONS 


When the National Association of Secondary School Prin- 
cipals recently held its annual convention in Los Angeles, 
the Coca-Cola Co. was invited to set up a refreshment 
booth as part of the associated exhibits. The school heads 
showed no reluctance in sampling the familiar product. 








NOW, COTT CUBES! 


The makers of Cott beverages introduced their new and 
unique Cott Ice Singles for the first time early this year. 
These are ten colorful plastic cups that set in an aluminum 
tray. When filled and frozen, you simply lift a plastic cup, 
hold it over a glass and almost immediately the heat of 
your hand releases the ice single cube. Planning the 
marketing of the new product are John J. Cott, Vice Presi- 
dent and General Manager, Cott Beverage Corp.; John C. 
Dowd, John C. Dowd, Inc., Advertising; Henry R. Silver, 
Director of Sales, and Morris Silver, President, Cott Bot- 
tling Companies. 















National Bottlers’ Gazette 





d) Inside workers were raised from $42.00 to 
$90.00, 

e) The National Dairy country-wide net  in- 
creased from 11 million dollars in 1940, to 
over 32 million dollars in 1950. Borden's net 
rose from 7'% million dollars in 1940 to over 
20) million dollars in 1950. 

This proves that all segments of the economy 


from the grower, to the worker and the manufac- 
turer, Can participate in increased income. I dare 
say that at 2142c per quart, there is more milk sold 
today than there was in 1940, when milk was lle 
per quart in Detroit. 


In a recent issue of Time Magazine we read the 
following: “There are 141 U. S. daily newspapers 
now selling for more than 5c, with twenty-six as 
high as 10c. Of the 515 dailies in the U. S., Canada, 
Hawaii and Alaska that raised their prices during 
1952 because of increased costs, only 54 permanently 


lost readers.” 


Many of you, I will venture to say, remember 
when a newspaper was 2c. Today, a great propor- 


tion of them are sold at 10c¢, an increase of 500G. 


If we take a realistic view of our industry, there 


is no reason that we too cannot participate in the 
increased amount of money in circulation in this 
country. There is no reason for our industry not 
sharing in the tremendous prosperity that is preva- 
lent everywhere. By adopting a realistic approach, 
we can get a price for our product which is com- 
mensurate with our costs, reward our raw material 
sources, compensate our employees at going rates, 
pay a fair return to our stockholders and owners 
for their investments, and pay management for the 
leadership which it has shown in the past and which 
I am certain it will continue to show in the future. 

Funds for expansion of any industry must come 
from one of two sources. 

A) Borrowed or invested capital. 

3) From Profits. 

Usually, in the instance of a new industry, the 
former method is resorted to. However, in a going 
industry, such as ours, expansion as well as main- 
tenance of our present plants, must fundamentally 
come from profits. 

The industry as a whole in the past few years, 
because of its arbitrarily holding prices down, has 
not made the profits to which it is entitled, which 
it must have to expand its operations, maintain its 
plants, buy new equipment at tremendously higher 
prices than its depreciated equipment, add and re- 
place trucks at fantastically high prices, and adver- 
tise and promote its products on a sound basis. 

We the to this 


squarely and adjust our prices individually to solve 


must have courage face issue 


our fundamental problems. We may then go onward 
from the plateau which we have already reached 
and from which we must 


proceed to new heights 


for the industry as a whole. 
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If you want greater speed on your lines 


Armstrong’s Hi-Speed Crowns. 


and extra production, try 


They have no rough burr on the underside to cause hang-ups and 
delay line flow. This construction also reduces dust in 
crowning machines and minimizes scratched crown decorations. 
Select-quality cork liners insure a lasting, flavor- 
saving seal for your beverage, And a special lacquer coating 
protects the finish of your bottles against rust stains 
With all their advantages, Hi-Speed Crowns cost no more than 
other crowns. For details, call your near-by Armstrong 
office or write Armstrong Cork Company, Glass and Closure Div., 
6304 Prince Street, Lancaster, Pa. Western Representative: 


' . 92 ' a 
John Mulhern Co., San Francisco 24, Los Angeles 23, Seattle 9. 








m RVMSTRONG 'S 4-Seeed CROWNS 















CHICAGO 
Los ANGELES 


DALLAS 





e SLUG REJECTORS 


Wherever you are . . . you're close to a National 
Service Center. National provides this unique © ELECTRIC COIN CHANGERS 
maintenance and service plan to every National user 

in every important geographical area in the country. 
These Service Centers are completely equipped to 
give the finest, fastest service available. The factory 
trained Service Engineers travel throughout the terri- 
tories teaching your men to repair your machines. This 
results in lower maintenance costs and your machines 
are kept working and selling continuously. 








¢ MANUAL COIN CHANGERS 





© MANUAL ACTUATORS 





© INTERCHANGEABLE COIN MECHANISMS 





e COIN SWITCHES 





National is your best choice . . . your only choice for 
quality coin handling equipment and for service that © COIN RETURN RECEPTACLES 
is incomparable. 





© ACCUMULATORS 


REJECTORS x. 


5100 San Francisco Ave. « St.Louis 15, Mo. 
Phone COlfax 1900 





Comparison will prove there i4 no comparison. 


NATIONAL 


ATLANTA 3, GEORGIA, 685 Peachtree St., N. E.—Phone: Elgin 4318 
CHICAGO 39, ILL 4907 W. Fullerton Ave.—Phone: NAtional 2-3614 
DALLAS 5, TEXAS, 3202 Knox Street—Phone: JUstin 2291 - 
LOS ANGELES 6, CALIF., 2309 West Pico Bivd.—Phone: DUnkirk 2-5772 

WOODSIDE, LONG ISLAND, N. Y., 39-30 61st St.—Phone: ILlinois 8-6302 
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Pepsi Places 5,000 Vendors & Coolers 






Teeing off in February, a month ahead of sched- 
ule, Pepsi-Cola got away to a flying start with its 
“Cool-A-Spot” contest, sponsored by the parent com- 
pany to encourage the development of vendor oper- 


‘ 


ations around the country. For placing “‘approved”’ 
makes of bottle vendors and coolers, route salesmen 
receive prize awards, made on a point basis. (Points 
are also given for selling picnic coolers, with such 
ratings earned after the route man has first placed 
at least 4 vendors or coolers.) A tally of last year’s 
results, which featured a March-Sept. contest in 
which over 100 plants participated, found more 
than 5,000 Pepsi-Cola coolers and vendors going 
out on location—plus an equal number of picnic 
coolers. A check of the installation lists turned up 
such contrasting locales as a health food store and 
a cemetery; and a fraternity house and a poor house. 
With thorough coverage in the food field, units were 
spotted in potato sheds, egg farms, feed stores, fish 
markets, and fruit stands; while creameries and 
dairies also went for soft drink machines, as did 
one coffee manufacturer who arranged for his em- 
ployees to have on-the-iob Pepsis via a vendor. Here 
are some more unique spots opened for soft drink 
sales: sewage disposal plant, dehydrator plant, den- 
tal lab, kennel club, stables, and a dog food plant! 
Commenting on the success of this contest place- 
ment program, Dick Lane, manager of the Pepsi- 
Cola Bottling Co. of Jackson, Tenn., notes: “Each 
vendor we have placed so far has brought us 100° 

plus business. We know this is business we never 
would have had without the vendors. ... We have 
a number of accounts where we are now selling 20 
to 50 cases and more each week that never sold a 


case before we put in the exclusive vendor.” 
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VENDOR AND COOLER NEWS 


© PLACEMENT 





3-FLAVOR CUP | DRINK DISPENSER 
FINANCING 


with DUOTONIC TAP 
MERCHANDISING 
MARKETS for CAPTIVATED CARBONATION! 


costs 


@ SERVICING 


e NEW MODELS 


S7.50 Per Month Rental 


3esides selling equipment to lo- 
cations, the Royal Crown Bottling 
Co. of Houston, Texas, has adopted 
i flat rate of $7.50 per month for 
rental outlets. This plant, market- 
ing the full line of Royal Crown 
Cola and Nehi flavors, uses 2 makes 
of selective coin coolers—-Ideals 
Bloomington, Ill.) and Atlas ‘“Va- 
rietees” (Dallas), the latter featur- 





ing a National Rejectors change- 
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World's Largest Manufacturer of Cup Drink Dispensers 


maker. A five-cent vending price is 


in effect in the Houston territory, 
and bottler Cliff Matthews, asked 
to rank the relative merits of vend- 





ing locales, such as industrial, gas 
station, school and military sites, 


comments that “all are good.” 











Select-O-Carb Standard For Spacarb 

An optional device for Spacarb, Inc. (Stamford, 
Conn.) multi-flavor 1000-cup vendors has been its 
Select-O-Carb attachment, which permits the bottler 
to set carbonation to meet franchise specifications 
for particular brands, dispensing both high and low 
carbonated drinks from the same vendor. Since more 
than 90°; of the machines being shipped have car 
ried this feature, Spacarb has now made Select-O- 
Carb standard on its 3 and 4-flavor vendors (as 
well as a changemaker, used on about 99°; of all 


the firm’s units). 


25% of Dr. Pepper Volume Via Vending 
NBG’s Jan. “Vending For Profits’ issue credited 
automatic merchandising with ringing up 18-20¢, 
of 1952’s record soft drink sales. One brand to top 
this figure is Dr. Pepper, and the parent company’s 
annual report cites an aggressive vending program 
as making “the most noteworthy contribution to the 
Dr. Pepper distribution picture, accounting for bet- 
ter than 25°, of our total volume of sales.” Pointing 


x 


out that its franchised bottlers use 2, 4, and 
case SelectiVend (Kansas City) units as well as 
10-case Vendorlators (Fresno), this explanation is 
made: “The object of having vendors of various 
size and capacity is to be able to establish Dr. Pep- 
per availability in any type of outlet, regardless 





NEW BEVMART MODEL 


Occupying a minimum amount of floor space, this selec 
tive Bevmart coin cooler fits compactly into a Philadelphia 


office site. Unit, built by General Vending Machine Corp. 


(Chicago), is now equipped with “Flavor Stops’, permit- 


ting the bottler to set selectivity from 1 to 5 flavors. 
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ONLY SPACARB PROTECTS 


YOUR BRAND NAME 


our exclusive, patented Dual Carbonation Feature! 





Like the massive gates that guard our 
country’s gold resources at Fort Knox, 
Spacarb is dedicated to protecting 
your most valued possession, your 
brand name. 


Equally important, it enables you to 
increase your profits by adding the 
world’s finest cup drink equipment... 
the Spacarb D-53 series. 


With Select-O-Carb*, you can vend 
both high and low carbonated drinks 
from the same Spacarb unit. You pro- 
tect the quality of your own brand 
by setting, in advance, the carbona- 
tion it should have in the cup, and 
then set other flavors at a higher or 
lower carbonation. 

Select-O-Carb* is just another one of 
the many reasons that Better Bottlers 
Buy Spacarb when they buy cup 
drink equipment. 


\) P A ( t R B. Inc 
375 Fairfield Avenue, Stamford, Conn. 


AMERICA’S OLDEST MANUFACTURER 
OF AUTOMATIC BEVERAGE DISPENSERS 
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courtesy The Mosler Safe Co. 












*pct. applied tor 























of size or location. A significant fact regarding 
these vendors is that even the largest unit requires 
After 
pointing out that coin coolers have pioneered brand 


only a minimum amount of floor space.” 


new markets for the product “that would not have 
been possible otherwise,” the report observes: “In 
addition to hundreds of institutions such as schools, 
hospitals, terminals, office buildings and pedestrian 
thoroughfares, automatic vendors are also making 
Dr. Pepper available in such locations as barber 
shops, lumber vards, nurseries, shoe shops and 
thousands of small businesses serving the public.” 
The industrial outlet is viewed as an entire new 
market for this drink, “the surface of which is 
only scratched.” Summing up, the analysis con- 
cludes that coin coolers have “opened the door to 
distribution which is revolutionizing the buSiness 
by making Dr. Pepper available for sale at the 
right place, at the right time and in the right 


form.” 


Weatherproof & Winterproof Mills 

A new version of Mills Industries (Chicago) 
5-case single-flavor upright bottle vendor, desig- 
nated as the 120-B3, has been placed in production 
Major feature of this redesigned unit is that it’s 
weatherproof and winterproof, factors important 
in out-of-doors cold weather operation. By isolating 
and insulating the cold control from outside tem- 
perature an exacting regulation of bottle tempera- 
ture is claimed to be possible. Since the control 
is actuated only by the bottle control temperature, 
vendor operation would not be affected by weather 
extremes, even where the vendor is situated in an 
outside location. A 5-10-25 cent changemaker 1s 
standard, while odd-cent changer equipment is also 


available. 


General “Flavor Stop” 

General Vending Machine Corp. (Chicago) 1s 
producing a new “Flavor Stop” attachment for its 
selective “Bevmart” and “Vendmor” bottle vendors. 
This device can be used to control the dispensing 
racks, setting them to vend from 1 to 5 flavors. 
For example, use of 3 “Flavor Stops” in a 5-rack 
Bevmart reserves that space in the coin cooler for 
one brand. In operation, after bottles are vended 
from one row, the “Stop” automatically unlocks 
an adjacent rack. These controls can be easily added 
or removed with a screwdriver, enabling the bottler 
to quickly modify the number of flavors offered in 
a vendor. In the larger Vendmor model, which fea- 
tures two groups of dispensing racks, “Flavor 
Stops” can be used to make one side exclusive for 
the bottler’s “lead” brand, while the vendor’s other 
side can feature 5 additional flavors. This versa- 
tility enables the bottler to immediately modify 
the amount of selectivity in his vendors if and 
when his marketing policy changes. General Vend- 


ing Machine's 5-selection “Bevmart” vends 2 cases 
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fate for 


KELVINATOR / 
































Hot weather will be here before you know it! 
Plan to sell MORE BEVERAGES this year with 


KELVINATOR’S PROFIT-BUILDING COOLER PROGRAM! 





You'll like Kelvinator’s new, stain- 
less-steel lids that are easy to keep 
clean... Kelvinator’s sturdy, heavy- 
gauge steel cabinet, rustproofed in- 
side and out .. . Kelvinator’s extra 
insulation Kelvinator’s extra 
... the world-famous 


Polarsphere cold-making unit that 


storage space 


assures ample capacity for taste- 
tempting temperatures even 
when the thermometer climbs! It’s 
features like these that make Kel- 
vinator a better beverage cooler! 


EASY TO FINANCE. For full information on 


this program and Kelvinator’s 4 “painless”’ 


practical plans, fill in the coupon—paste on a 





2¢ postcard and mail today! 


BEVERAGE COOLER DEPARTMENT, Nash-Kelvinator Corp. 
Dept. NB-4, 14250 Plymouth Road, Detroit 32, Mich 


Gentlemen 


Act Now! Fill in this 
coupon and leave the rest to 


Kael veseaatovr 


Division of Nosh-Kelvinator Corporation, Detroit 32. Mict gor 


Send literature, pricing and financing data 


Have your representative call 


NAME 


STREET ADDRESS 





CITY ZONE STATE 
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THIS SPACE 
RESERVED 
FOR 
A 


1 GG) pisPENSER co. <2: 
\ , SER CO @ 


¢ 


aus 
~> 
Voras @ 


BLOOMINGTON, ILLINOIS 
71v5 - 


TO 
CONTINUE 
REVEALING POLICY FOR 1953 WHICH HAS GIVEN 
BEVERAGE 


Sel. 
BOTTLERS, ~ elective MINDED, 
IN “DEEDS” AS WELL AS “WORDS” 


THE INCENTIVE TO LAUNCH VENDING PROGRAMS 
UNHEARD OF IN THE PAST. 
WHY 2 


PROTECTION 


PROTECTION AGAINST “WHAT"’? 


Beverage bottlers who, in the past, operated on the theory that vending 
machines were tolerated because it was a means to an end. Increasing 
beverage volume. Placing venders in dealer locations on lease and loan. 
(Govt. installations is the exception.) Protection, to insure at least 25% 
minimum markup insuring service to a dealer, of a beverage bottler, after 
the dealer buys a vender. A profit to the bottler, too. Eliminating the 
practice of leasing venders, on the pretext of meeting competition “single 
flavor vendors.” Selling is the order of the day, not “order taking.” 


GUARANTEEING 
'*2 PROFITS, INSTEAD OF ONE’’ 


Have you Qualified for a Dealership receiving 


"2 PROFITS, NOT ONE”’ 
Phone 8078, at Bloomington. 


and precools another, while the 10-selection ‘“Vend- 


mor” has double that capacity. 


6-Drink SodaShoppes Score In Cinemas 


Because such factors as an outstanding screen 
attraction, a holiday, etc. can boost movie attend- 
ance and the week’s concession gross, Comparisons 
are often based on a per admission basis rather 
than a dollar total. An example of this yardstick 
(which divides the beverage gross by the total num- 
ber of theatre patrons) can be found in some data 
gathered by APCO, Inc. (N. Y.), which surveyed 
15 midwest cinemas to determine consumer reaction 
to its 6-drink 1000-cup SodaShoppes. At a typical 
movie house, a mid-December 1952 week showed 
the gross registered by this machine to be 2.6 cents 
per ticket-buyer, as against 1.6 cents for the previ- 
ously high week and 1.1 cents for the average 48 
preceding weeks with the multi-drinker it replaced. 
Checking management’s reasons for similar vendor 
gains in these houses, APCO found a major factor 
cited was the 2 non-carbonated beverages being 
offered in the SodaShoppes along with 4 carbonated 


flavors. Apparently a segment of the cinema-going 





MAGNIFLO MAKES N. Y. BOW 


Dick Cole, vice president of Cole Products, Chicago, (left. 
top), points out some features of the firm’s new 1200-cup 
vendor at a premier showing in the Biltmore Hotel, N. Y. 
Several hundred bottlers were on hand to view the Theatre 
and Standard “Magniflo’’ models, and similar preview 
displays were held in Chicago and Los Angeles. 
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“still” drinks. 


Supermarkets Continue Climb 


The supermarket, which has become a good loca- 
tion for both bottle and cup drink vendors, continues 
to grow and cut itself a bigger slice of the nation’s 
grocery trade. According to a survey by “Super 
Market Merchandising”, the number of markets 
increased to 16,501 in 1952 (a gain from 15,383 in 
1951), and pushed their dollar volume up 14.1% 
to ring up a gross of $14,100,000,000. This sales 
improvement was described as not only due to the 
number of new markets that opened, but to a rise in 
annual receipts of the average site; and supers now 
account for 43.5°° of the total U. S. grocery busi- 
ness. According to the survey, the average location 
has 5,973 sq. ft. of floor space, a factor favoring 
vendor installations, which tie-in with carton and 
case beverage displays. At present, 60.9% of the 
nation’s supermarkets are located in 10 states (Cal., 
N. Y., Tex., Penn., Ohio, Ill., Mich., N. J., Mass., 
and Ind.). California leads in the number of such 
sites with 2,063 and both New York and Texas top 
the 1,000 unit mark. 


Vendors Boost Hotel Volume 


In Boone, Iowa, the Mondt Hotel and Coffee Shop 
sold soft drinks from a behind-the-counter cooler 
and a single-flavor vendor. Sales ran anywhere from 
8 to 18 cases per week, with about 85° made 
manually. The local Maher 7-Up branch, which was 
averaging about 4 cases of its brand weekly under 
this set-up, became convinced that it could up over- 
all beverage volume (and its own share of that total) 
by getting the site to improve merchandising facili- 
ties—a step that meant installing selective coin 
coolers. The stop was persuaded to make a one-week 
test, and multi-flavor Ideal (Bloomington, Ill.) ma- 
chines were spotted in both the hotel lobby and 
coffee shop, with the extra space in the counter 
cooler then used to store other food products. After 
three days, the two vendors had moved some 15 
cases of 7-Up (not counting other brands), and the 
outlet decided to purchase both machines. Waitresses 
in the coffee shop were no longer obliged to handle 
soft drinks, as customers could serve themselves 
from the coin cooler, while the lobby machine 
attracted enough impulse trade to account for 50° 
of the overall soft drink volume. Vendors are geared 


to 10¢ operation in this stop. 


Exhibitors At NAMA Show 


Initial exhibitors to reserve booth space at the 
Natl. Automatic Merchandising Assn. (NAMA) 
show, to be held August 23-26 at the Hotel Sher- 
man, Chicago, include a number of parent com- 


panies. In the line-up are Canada Dry, Chocolate 
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public in these territories has a preference for 











| yA Whale of a Deal... 


©" wiles 

















































DAD’S franchise 
Yes, when you operate under a DAD'S franchise, you have made a whale of a 


deal. With DAD'S you have one of the most profitable franchises available. You 


get full selling support—support like our 1953 program! 


1. Premium Promotions! 


2. Supported by newspaper advertising, radio and 
television spots, and point-of-sale material! 


3. A continuous program 12 months of the year! 






2800 N. Talman Avenue 
CHICAGO 18, Illinois 




















Products (Kayo), Coca-Cola, Dad’s Root Beer, 
Hires, Nehi, and Pepsi-Cola. Cup machines will be 
displayed by APCO (N. Y.), Cole Products (Chi- 
Industries (N. Y.), and 
(Stamford, Conn.), while coin cooler makers in- 
clude Atlas Tool & Mfg. (St. 
(Kansas City) ; and coin mechanisms will be shown 
by A.B.T. (Chicago) and National 


Louis). 


cago), Lyon Spacarb 


Louis) and Vendo 


tejectors (St. 


Detroit Park Placements 


A few trends in municipal vending contracts can 
be gleaned from a recent bid form put out by the 
City of Detroit for drink vending concessions in 
its Dept. of Parks & Recreation locations. For this 
(May, 1953 thru April, 1956), no 


commissions bids were considered, 


5-year contract 
“sliding scale” 
with all offers to be made in a flat-rate percentage 
of the machines’ gross revenue. Vendors have to 
dispense a minimum of 2 different beverages, which 
were to be of the “highest popular appeal in this 
community (Detroit), such as Vernor’s Ginger Ale; 
Root Beer; 
addition, drinks had to be offered in 5 and 10-cent 


Hires Pepsi-Cola and Coca-Cola.” In 
sizes (subject to different commission rates); and 
machines vending dime beverages must be equipped 
“with an approved type of electronic coin changer 
which will 


dimes.” Insur- 


ecify LOMAX st” 


accept quarters and 











Squat TYPE MS: Side - Agi 


TYPE MQS 
ty’’ Mixing Tank. Side tating Mixing Tank 
Special tanks or top-agitators Bottom-agitating 


Any capacity Write for details types available 





NATIONAL REJECTORS IN DALLAS 


Bottlers were well represented among the guests at the 
opening of National Rejectors, Inc. new service center in 
Dallas, Tex. Serving the Southwest, this office will meet 
bottler needs for coin mechanisms and changemaker 
spare parts, repairs, and serviceman training. 





EQUIPMENT 


BUILT AS YOU NEED IT... DELIVERED WHEN 





TYPE PF: 6 to 25 gpm 
Capy. Made in variety 
of capacities. Write 
for catalog 


ance carried by the operating firm has to include 
Public 
(Bodily Injury) in $10,000 to $20,000 limits; and 


Liability and Products Liability policies 


the same dual coverage for Property Damage 


($1,000 limit for each accident). 


Cup Vending Exclusively 


It’s cup vendors exclusively for the Nesbitt’s 


for Foods, Beverages, Chemicals 
Brewing, Pharmaceuticals, Wine, 
Liquors, Confections. 


YOU WANT IT... AT LOWER COSTS 


Whether it's new equipment, auxiliary apparatus, something 
along maintenance lines 
duction at lower costs 
problems up to Lomax engineers. 
developing quality equipment, installations in leading plants, 
worldwide 
made service are your assurance of complete satisfaction. 


WRITE FOR CATALOG 2511 OR SEND DETAILS 


or to step up quality pro- 
it will pay you to put your 
35 years of leadership in 


plus the famed Lomax name for tailor- 


FOR FREE PLANNING & ENGINEERING 


FRANK B. LOMAX CO., INC. 


1913 W. HUBBARD ST., CHICAGO 22, ILLINOIS 


& 





TYPE PP: PORTABLE 
FILTER: 3 to 10 gpm 
Capy. Easily portable 
Send for catalog 


TYPE Cl: Filtering 
Tank. Twin cylinder 
types also available 
Send for book 


















Zottling Co. of Davenport, Ia., which uses single- 
flavor pre-mix Refresh-O-Mats (APCO, N. Y.) to 
meet automatic merchandising needs. Bottler Clyde 
Braun points out that bulk drink machines are 
popular in industrial sites in this territory, ranking 
these as top vending stops along with schools and 
Refresh-O-Mats dis- 
bottler 


24-hour service stations. The 
Nesbitt’s at 
Braun has assigned one employee to service the 


pense the 5-cent price, and 
cup vendor route. He also classifies YMCA’s as a 


good, year-round location. 


New 250-Cup Machine For Dr. Pepper 
teversing the trend towards large-capacity bulk 
vendors is a new 250-cup machine, known as the 
“Servit’, developed in Dallas, Texas by the Spe- 
cialty Engineering Corp. Designed by Jack J. Booth, 
who created the SuperVend, Dial-A-Drink bar, etc., 
this single-flavor model is manually actuated by a 
lever action and includes a 10c changer. Built with 
a “medium-sized” location in mind and designed 
for simplified operation, some 20 units have been 
operating in various Dallas outlets for the past year, 
featuring Dr. Pepper. As a result of successful 
tests, Mr. Booth reports substantial orders for de- 
livery this spring, with production under way. 
While it is understood that the “Servit’ will be 
sold on a non-exclusive basis, initial output will 


apparently be taken by Dr. Pepper. In a recent 


Line of 


Wrote 






WATER FITTINGS 


SINGLE 
FAUCET 






QUALITY DOUBLE 
—_ FAUCET 
COOLERS YOU i 
CAN FITINTO ~ 
YOUR LINE and MOUTH 
BUBBLER 
SELL AT A PROFIT 
You sell quality, trouble-free cooling HEAVY DUTY 


ROLLER CASTERS 
8 
Render your 
cooler mobile 


for conven- 
ience. 


SEND FOR 


in these electric units that operate 
wet or dry. In 3 sizes 4,5, 6 ft 
Unobstructed interiors. Baked Enam 
el finish for beauty and sanitation 


The BEVCO Company, Inc. 


3316-28 S$. BROADWAY * ST. LOUIS 18, MO 
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report, the parent company noted that: “The pos- arrange for time-payment purchase, at what is 


sibilities for a single-drink, compact, low-cost and described as “one of the lowest interest rates in the 


efficient cup vendor has long been recognized. industry”. This favorable finance policy is expected 
Dr. Pepper cup vendors promise to account for a to encourage more Pepsi-Cola bottler activity in the 
sizeable portion of future gallonage sales. The cup cup vending field. 
vendor market is big and growing and Dr. Pepper 
is going after a big share of this business.” . ' . 
Mills Make Good Locations 

Rating high on the list of Southern industrial 
outlets for automatic merchandising are numerous 
Varied Refrigeration textile plants. Typical are 11 mills of the West Point 


For Westinghouse BV-2140 


Westinghouse Electric Corp. (Springfield, Mass. ) 


Mfg. Co., employing some 8,500 workers, whose coin 
coolers are serviced by Coca-Cola bottlers in the 


Chattahoochee Valley of Georgia and Alabama. 





is arketing ; Ww > ’ its single-flavor 10- . oy o > , 
is marketing a new model of its single-flavor 1 Comments Vice President in charge oft Industrial 


case BV-240 Coca-Cola coin cooler, which features STATE WORKER MARKET Relations E. R. Lehmann: “We wouldn't be without 
an improved dispensing mechanism and a simpli- State governments carry plenty of workers on their pay- ae nica i: Manta. ot . » em- 
rolls, and: many departments are good vending locales. Coke throughout our plants. Not only do the em 


fied-service electrical system. This new bottle vendor In Sacramento, Cal., for example, the local Kist bottler plovees want it, but it provides a substantial profit 


is available with 3 different types of refrigerating has spotted a machine in the Dept. of State Highway 


- - " we 2? stay p . . vr ; > ; Vv 
ba ae . ; Equipment Maintenance. used exclusively for employee and community 
units to meet individual location needs: (1) Stan- Naoes cillina £0 





dard 14-hp, air cooled; (2) Heavy-Duty !3-hp, air 


cooled; and (3) a 144-hp water cooled, for applica- 


tion in sites with dirt or lint-laden air. Seven of Pepsi's Cup Vendor Finance Plan No Place Like Home 

these vendors have been on test by the Washing- While several parent campanies have utilized When a building concern in Dubuque, Ta. held a 
ton, D. C. Coca-Cola Bottling Co. in such outlets liberal finance programs to stimulate bottle vending, one-week “open house” to demonstrate a new model 
as a chain store, an air force base, and outdoor Pepsi-Cola has worked out a participation plan with home, the local 7-Up bottler used the occasion to 
service station locales. During the 8 months ending various Cup machine manufacturers to facilitate the install a coin cooler in this residence during the 
last Dec. 1, they registered a total sale of 171,768 purchase of such units. Under this set-up, franchised showing. To make sure that visitors got the idea 
Cokes, with one of the outside gas station sites Pepsi bottlers, as well as independent operators, can that the vendor was in operation, a sign read: 
in the lead with 1,187 cases vended for that period. select any one of several makes of machines and “Fresh-Up with 7-Up while visiting the new Na- 
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6 WILL INCREASE SALES 
ELECTRIC FOR You i 


K every day—every month—for over a quarter of a century... 

QUIKOLD coolers have increased sales of bottled drinks! Invit- 

ing appearance, easy accessibility, just right cooling for 

F ; thirst satisfaction offered by QUIKOLD units build steady sales 

volume for both retailers and drink bottlers. Why not put 
; QUIKOLD coolers to work increasing sales for you too? 


STANDARD OF QUALITY FOR OVER 26 YEARS! 


It pays to offer your outlets the 


very best—the pioneer, proven 


<n ——~, QUIKOLD line that’s engineered MAIL COUPON NOW FOR 
= | gee | tight—priced right COMPLETE DETAILS! 


f ] T ¢ Choice of many 





PAUL REVERE PALE 
zy Extra Dry GINGER ALE 


o , 


















2 oz. toa gallon of syrup! 
























Step up quality reputation of 
your brand of beverages. 
Bottle this premium blended, 
mellow aged, sparkling, clear 
Ginger Ale. It gives crisp char- 
acter to mixed drinks at tav- 
ern or home. Prove it. Order 
a trial supply today. 































Gentlemen 


models, ice and , 
Without obligation please send complete information 


a electric. 


ee 
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and prices on all QUIKOLD models 


NAME 


7 
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ts. Inc. 
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MAKERS OF FINE FRUIT JUICE FLAVORS S} ad ro uc 


302 S$. CENTRAL AVE. BALTIMORE 2, MD. 


ADDRESS 
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There is one franchise... 
one product...one program 
that offers through volume 
sales today the Certainty of 


Yelel-Teiil] Mi Celulelacela a 


TRU-ADE INC., ELGIN, ILLINOIS 


tional Home .. . All profit goes to the Dubuque 
Community Chest.” This thoughtful promotion 
attracted plenty of favorable word-of-mouth pub- 
licity for 7-Up, and it can be utilized in other 
territories where new residential construction is 


under way. 


Modern Movie Design Ups Volume 


With theatres thirsty for profits, George Dawson, 
writing in “Hires To You’, parent company house 
organ, points out that extra grosses have been 
gained by movie management’s recognition of the 
power of thirst. In an article titled “Theatre Econ- 
omy and Design’, he makes the observation that 
about 90°, of all theatres sell carbonated drinks to 
their patrons, with such sales accounting for 11° of 
total house income. Notes Mr. Dawson: “In most 
cases, a certain amount of remodeling has been 
necessary to furnish fast and courteous refreshment 
service... . The modernized theatre lobby resembles 
the lounge of a country club where people may 
gather leisurely for a one-stop night out. Snack 
bars have been added and automatic coin machines 
augment service for both the peak periods and 
periods when business is not brisk enough to justify 


an attendant.” 


Coke’s Schooling Sessions 

The Coca-Cola Co., its parent bottlers, and various 
vendor and cooler manufacturers have scheduled 
some 22 Repair & Maintenance schooling sessions 
for 1953. Held at central locations in each parent 
bottler territory, the program consists of a 4-day 
session, designed to cover all phases of the subject 
for key employees. With enrollment limited to 1 
man from each Coca-Cola plant, extra emphasis is 


being placed on training, so that information ob- 





TIME-OUT FOR A THIRST-QUENCHER 


Single-drink vendors at the Ashby Veneer & Lumber Co., 
Jackson, Tenn., score good year-round volume. Here some 
of the concern’s employees enjoy a Pepsi-Cola during a 
mid-afternoon “break” period. 
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tained at the school can be passed along to other 
service personnel of the plants represented. In addi- 
tion to group discussions, on-the-job training ses- 
sions on equipment will be conducted by represen- 
tatives of Vendo, Vendorlator, Mills, Westinghouse, 
Cavalier-Frigidaire, and National Rejectors, manu- 
facturer of coin mechanisms and changemakers. 


College Enrollment Gain 

Searing out forecasts in this column, the annual 
fall enrollment survey of 1,900 higher education 
institutions made by the U.S. Office of Education, 
showed a 1.50 increase. Of the total 2,148,000 


students, 537.000 are new, a group expected to ac- 
celerate as a large number of Korean vets enroll 
under the GI Bill of Rights this semester. Male 
students total 1,387,000 and women 761,000, with 
the greater number of men attributed to such fac- 
tors as larger high school graduating classes, student 
draft deferment policies, and the wide publicity be- 
ing given to the pressing need for technically trained 
people. Commissioner of Education E. J. McGrath 
noted that college enrollment had risen this year 
for the first time since 1949, and pointed out that 
since the factors bringing more young people to the 
campus are long range, a continuing increase is 
anticipated. Faced with a need for expanded re- 
freshment facilities and higher operating expendi- 
tures, educational institutions have favored installa- 
tion of soft drink cup and bottle vendors, generally 
placed on a rental or commission basis that requires 
no capital investment by the college. Bottlers with 
such sites in their territories should not only check 
campus sites, but nearby student standbys—-such as 


fraternity houses, rooming houses, ete 


Upswing In The Mobile Market 

Is there a trailer park in your territory? If so, it’s 
worth checking as a vendor site. Where once halt 
of those who bought trailers were tourists, now 
may of the country’s 1,750,000 home-on-wheels 
owners live in these mobile dwellings full-time. 
There are 12,000 trailer parks in operation, with 
one-third of these in California, accommodating 
300,000 people; and more of the sites are opening 
each vear. Defense workers and service men are 
reported to account for half of this market, and 
their drink consumption has upped many a terri- 
tory’s per capita. Best outlets for coin coolers 
appear to be grocery stores located in or near the 
trailer parks, and launderettes in some of the larger 
sites, where trailerites make impulse drink pur- 


chases while Waiting for their wash. 


Varied Rental Rates 


Using vari-sized single drink coin coolers to push 
its brand, the Dr. Pepper Bottling Co., of Fort 
Worth, Texas, has sold some of its vending equip- 


ment, but retains most on rental. With 4 different 
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BEFORE THE OLD FULTON FERRY DIED! 


Wus N the Brooklyn Bridge opened condition ‘This “know how” iS re- ment of hye Verape bottle quality 

in ISS3 and killed the Fulton kerry, Hected in bottles that are strong, So take advantage of our 8O vears’ 

We had heen making heverage bot economical and attractive sales experience to give yout product the 

tles for 10 years. packages. hne selling package it deserves 
During our SO years’ experience ut Oul responsibility doesn't end a sparkling Duraglas Package No 

we have made billions of beverage there. We aim to keep ahead of the one else can offer vou the results of 


bottles to bring Vout prod IctsS to parade at all himes through constant such long and broad be verape bottle 
market economically and in perfect research and continuous improve manufacturing “know-how 





2as BEVERAGE BOTTLES 
look better—Last longer 


OWENS-ILLINOIS GLASS COMPANY © TOLEDO 1, OHIO © BRANCHES IN PRINCIPAL CITIES 
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whats €orn doing 
at the north polee 





CORN PERFORMS VITAL FUNCTIONS...IN MANY UNEXPECTED PLACES 


Wherever modern man goes... corn follows him in one form or another. 
Corn is with him in his food in many forms, including corn syrup, 
starches and energy-giving dextrose. Corn sugars helped tan the leather 
in part of his clothing. Specialized corn starches helped cast the 

molds for much of his metal equipment. These are but a few of the 
numerous examples of how continuous basic research in corn helps a 


host of industries... helps you. 


CORN PRODUCTS IN SOFT DRINKS 

For the bottling industry Corn Products Refining Company supplies 
highest quality dextrose and corn syrups... recommended 
ingredients for various bottling formulas. 

We offer quality in volume supply unexcelled in the field. Complete 
technical service is available without cost or obligation. If you have a 
production problem why not check with Corn Products. We welcome 


your specific technical inquiries. 





CORN PRODUCTS REFINING COMPANY, 17 Battery Place, New York 4, N. Y. 





Manufacturers of 


CERELOSE * 
brand dextrose 


PURITOSE' 
brand corn syrup 


GLOBE ° 
brand corn syrup 


units featured to meet the individual consumption 
needs of a particular site, this plant is utilizing 


2, 4, and &-case SelectiVends (Kansas City) and 
10-case Vendorlators (Fresno). On a volume vended 
rental basis, machines are leased at from 10 to 
25 cents per case. Bottler W. L. Dorris reports that 
Dr. Pepper Bottling has found its best vending 
outlets in industrial locations. 


10c¢ Singles & Selectives 


Both single-brand and selective-type coin coolers 
are utilized in Reno, Nev. by the Shoshone Coca- 
Cola Bottling Co. to market its line of Coca-Cola. 
Nesbitt’s and “76”. One-flavor Vendos (Kansas 
City) and multi-drink Ideals (Bloomington, III. 
have been spotted in a variety of outlets, including 
gas stations, schools, military posts, ete., which 
produce good “plus” volume. Sold to the site or 
rented on a 15 cents per case vended basis, the 
machines are now geared to a dime drink price 
3ottler Leslie O. Farr notes that this plant’s price 
increase at the wholesale level “has not affected our 


operation.” 


Moving From 7 to 10 Cents 


Following a wholesale increase by the Nehi Bot- 
tling Co. of Orange, Cal., locations vending its 
products raised their coin cooler price for drinks 
from 7 to 10 cents. The move met with public ac- 
ceptance and, according to bottler George M. Mar- 
tinson, there has been “no apparent change in 
sales volume”. Producing the full Nehi line, this 
plant uses Ideals (Bloomington, Ill.), selling all 
vendors direct to the location. Key automatic mer- 
chandising sites for Nehi Bottling are industrial 


outlets and gas stations. 


Weekly & Monthly Installments 


A variety of single-flavor SelectiVend (Kansas 
City) models, as well as multi-brand Ideals (Bloom- 
ington, Ill.) are serving as sales tools for the Dr 
Pepper Bottling Co. of Paragould, Ark.; Dr. Pep- 
per is featured in 2, 4 and &-case versions of the 
one-brand coin coolers, while that beverage, along 
with NuGrape and Suncrest are dispensed via the 
selective equipment. In this territory, where drinks 
vend for a nickel, some machines are out on rental 
at a 10 cents per case rate. Vendors are also sold 
to locations on a time-payment basis, and, since 
different financing programs are employed, the 
SelectiVends are paid for in weekly installments 
and the Ideals on a monthly basis. Commenting on 
the relative merits of various coin cooler outlets 
in this region, bottler Francis Bland states: “We 
find that, as a whole, we get more volume from 
schools than any other place.” 
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The Only CASE 
that has a Right to 


‘STRUT 





WYLIE & DAVIS — CARPENTER 
Sales Offices PAPER COMPANY 


LOS ANGELES * SAN FRANCISCO Sales OFfi 


CALIFORNIA IN PRINCIPAL CITIES 
OREGON WEST OF THE 
WASHINGTON 


RIVER RAISIN PAPER COMPANY 


MONROE, MICHIGAN e Sales Offices In Principal Cities East of Mississippi River 








The Only CASE 
that has a Right to 











*STRUT 


the patented feature of the River Raisin case. The 
*STRUT strengthens the case. Patent No. 2,192,412. 





for You 


Let the 


V check these featicres 


Standard colors, White or Yellow, High-Test, Weatherproof Solid 
Fibre with one or two color printing (to your specifications). 








Hand-holes on both ends and in strut for easy handling. 


Easy to assemble; only two-piece construction. Use any standard 
arm stitcher. 


Packs 24 bottles, either loose or four 6-bottle carriers. 
Smooth bottom safeguards all upholstery, carpeting or tile floors. 


Weatherproof board permits cleaning soiled places with damp 
cloth or sponge. 


Co uM Se WP — 






RIVER RAISIN: PAPER COMPANY 


MONROE, MICHIGAN 
























HERE’S HOW TO ASSEMBLE <|-{~. 24-BOTTLE CARRIER 


Amy, EQ 
PP | | 


| i ~@ Ses iz 


Fold near side to vertical posi- 
tion with tabs turned in. Hold 
against body and fold far 
side to vertical position. 





Aaron 
mone: = (PP Ge 
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Fold ends over to break bottom 
scores—Allow to return to flat. 


Hold as 
shown and 
raise both 
ends. 








Hold handle as shown with imprint 
(X located under hand hole) on bottom 
side of sheet. Bend handle in and hold 
with hand until folded double. Properly 
folded, Fig. (X) should be on outside. 


Hold case at opposite corners and insert 
in wood jig. 














Then stitch as shown. 





> 
o 





Bend end flaps on 
handle and insert 
into case. 










Fold side flap 
nearest you in and 
down. Then fold 
Y. of each end 
flap in and down. 
Repeat with other Remove from jig and stitch body with 
side. 16 stitches. 









MOST GLASS COMPANIES WILL STITCH THESE CASES FOR RESHIPMENT WITH BOTTLES 
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The Ri@ae Raisin lightweight Background Display can be 

used by Soft Drink Bottlers for Special displays of bever- 

ages at Fairs, Industry Shows, Conventions, Hotel Shows 

and Sales Meetings. So light and easy to erect that one 

man can install it complete in 15 minutes. (Total shipping 

weight 67 Ibs.) The cost is less than shipping charges for 
conventional exhibit materials. 

The River Raisin Background effectively dis- 

plays products and services in spaces 10 ft. to 

13 ft. wide. River Raisin will quote separate 

prices on quantity orders requiring special ef- 

fects and printed messages and trade 

marks directly applied on the background 















The River Raisin Display Background offers 
many advantages to Soft Drink Bottlers .. . ny 

1. Ideal for displaying and advertising case 

merchandise in grocery, drug and confectionary 

stores. 2. Attracts attention and assures faster turnover of a 
specific brand of beverage. 3. Bottler can at least control center 
of display for his case goods (left and right wings can be used 
by retailer for all other soft drinks). The River Raisin Display 
Background, combined with River Raisin Soft Drink Carry-Home 
24-bottle cases, will become Beverage Headquarters in cus- 


panels. 












tomer stores. Now is the time to include the River Raisin 








Display Background in your sales promotion plans. 





What's Your Big Problem? 





@ orriers whose comments appear in this 
column were interviewed at the recent state 


association conventions. 


“T would say that 
our personnel prob- 
lem is our major prob- 
lem right now. It 
seems that it’s get- 
ting increasingly dif- 
ficult to acquire and 
retain the kind of 
personnel that can 
really do a job. We've 
got no problem With 

HANKS price, however. We're 
vetting 96c, and we're satisfied with it.’”’—George 
W. Hanks, Coca-Cola Bottling Co., Inc., Palestine, 
Tew. 


“Price and man- 
power are the two big 
problems in Houston. 
We're still getting 80 
cents, the same price 
we had many, mans 
years ago when our 
costs were. several 
times lower. As to our 
manpower difficulties, 
how can you hold 

MATTHEWS good men when other 
industries, which are getting profitable prices, can 
offer better wages and working conditions?” 
Clitt Matthews, Royal Crown Bottling Co., Houston, 
Teras. 


“It depends on the 
territory to which 
you refer—at least in 
our case. We're get- 
ting the 1930 price in 
Corpus Christi 
where the traditional 
so cent per case 
wholesale level still is 
in effect. In Laredo, 

% however, bottlers 

MARSHALL have gone up to 96 
cents. It’s really time for a change in Corpus 
Christi.’—W. S. Marshall, Royal Crown Bottling 
{o., Corpus ¢ hristi, and Laredo, Tevras. 
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DO YOU KNOW which you should use? See our 
Technical Serviceman. His help is free, why not 
use it? He may be able to save you money either 
by recommending a less expensive compound 
which suits your conditions, or a more suitable 
compound which will give you better results. Get 
in touch with DIAMOND Technical Service today. 


FIELD GROWN IDEAS... 
Now in our Bigger and Improved Line 


DiaMonp ALKALI has been analyzing special problems reported from 
the field. Now we are ready with a line of improved washing com- 
pounds and cleaners which have grown out of this field work. 

Our new B. B. Soaker Alkali (for medium and medium hard water 
areas) takes its place between Hardnox and Hi-Test (for softer 
waters) and H. W. Soaker (for the hardest waters). Also our H. W. 
Soaker Alkali has been strengthened in wetting and sequestering 
properties, 

Our cleaning compounds—A. P. W., Hi-Speed and Dreadnaught 
have all been given more wetting agent content, greater sequestering 
and water softening power. DiAMoNp has also added a more effective 


complex phosphate without increasing prices. 


BQ For DIAMOND Technical Service, call 
your nearest DIAMOND Sales Office. 


an Pie 


, 
DIAMOND 
TECHNICAL 
SERVICE 


le, 
DIAMOND 





DIAMOND CLEANING COMPOUNDS 





DIAMOND ALKALI COMPANY...CLEVELAND 14, OHIO CHEMICALS 











Bottlers who 
use Longlife bottles 
say, 
“Longlife bottles 
last longer”. 


LAURENS 


DURABLE 
UNITLFORM 


aurens 
onglife 








COLORFUL WORKS 


BOTTLES LAURENS. 
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SOUTH CAROLINA 


“As far as we're 
concerned, the big 
problems are few 
right now. Of course, 
like all bottlers, we 
have day-to-day prob- 
lems, but these can be 
handled properly with 
good management. 





Our price is 80 cents, 





jaan’ a but I would say it’s 
LACEY working out pretty 
good.” —J. E. Lacey, Dr. Pepper Bottling Co., Sin- 


ton, Tex. 


“Our problems 
aren’t too big. Man- 
power is all right 
since we use a 100 
percent palletized op- 
eration. Price? Well, 
we considered raising 
prices from 80 cents 
once, but haven't 


found it advisable vet. 





= I can’t say definitely 
CRAVER what we'll do in the 
future.’”’ H.A. Crave r, Coca-Cola Bottling Co., Ine., 


Tevrarkana, Tex. 


“My problem is to 
get three counties of 
my territory to come 
up in price with the 
other two. Two coun- 
ties have the 96 cent 
price while the other 
three are the same old 
x0 cents. It’s a tough 
“ situation—-one that I 

oo hope will soon break 
ANDERSON favorably.”—Jim An 





derson, Neshitt-Grapette Bottling Co., Corsicana, 


ae ras, 


“At the present 
time, my big problem 
is the securing and 
holding of good help. 
It appears as though 
good manpower Is not 
available today. And 
the inexperienced 
help expects the man- 


agement to do all the 





work for them. I am 
PINE of the opinion that 


this problem W il] yet worse hetore it vets hetter fe 
Vatthew Pine, Cheste) Clih Beveraade S, Powagh 
keepste, N.Y. 
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Why We Need An 


Annual Exposition .. . 





by JOHN J. RILEY, Secretary. 


American Bottlers of Carbonated Beverages 


Oe aan one considers the fact that the industry 
has increased its output, and sales, more than five 
times over since 1920, it shows not only the oppor- 
tunity for progress that we all have in this country, 
but it is indicative of the investment of money and 
hard work that has been made in this industry by 
those engaged in it. 

In addition, those of us who have lived through 
the past 25 vears of that industry growth know that 
a substantial portion of such progress is due to its 
mechanical developments—developments which not 
only speeded up production but also made it possible 
to produce more goods at less cost. 

That was particularly true during the twenties 
when the industry really began to show the results 
oft its opportunities to expand and grow. It was 
largely during that period that hand-operated equip- 
ment became superseded by automatic, or semi- 
automatic equipment. 

At the same time, the use of conveying equipment 
wus started on a course of development which has 
extended right up until now, and which has been 
extended into handling of materials in bulk as a 
means of saving labor, and labor costs 

Those developments in labor-saving plant equip- 
ment have continued right up to the present, and 
can be said to characterize the industry as one in 
which the production plants are among the most 
efficient—labor-wise—in the food products indus- 


tries 
Credit Equipment Makers 


Most of the credit for such mechanical develop 
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— its capacity to handle full bottling line production, from 
75 per minute to 350 or more per minute (the latter 
requiring only one operator and one 5-unit Tandem). Extra 
Tandem units are economically added as production increases. 


— its flexibility. The Tandem applies body labels, neck 
labels, and foil if desired. Continuous bottling line production 
is assured — one Tandem unit may be stopped and the 

other units will take the full load. 


— its dependable performance — Canada Dry knows from 
past experience that WORLD Labelers can be relied upon day 
in and day out, year after year. 


Ask us to give you the facts and figures on the last word in 
automatic, high production beverage bottling labeling 
— the WORLD Tandem Labeler. 





ECONOMIC MACHINERY COMPANY 
60 FREMONT STREET 
WORCESTER 3, MASSACHUSETTS 


DIVISION OF GEO. J. MEYER MANUFACTURING CO. 


CUDAHY, WISCONSIN, U.S.A 


A World Four-Unit Tandem Labeler like this 
is going into the Ozone Park, N. Y., Pittsburgh, 
Pa., and Maywood, Ill. bottling plants of 
CANADA DRY. $ 


GANADA Bay 





















WORLD Zandom LABELER /o 


CANADA DRY, 


Canada Dry Plants all over the country have used World 
Rotary Labelers for years. That is why they are quick to 
recognize the advantages of the WORLD Tandem Labeler. 


Body and neck 
labels on 7, 12 and 
28 oz. Canada Dry 

bottles are neatly, 
firmly and precisely 
applied by the WORLD 
Tandem Labeler. 











@ 
-) All-Family 
Drink / 


SO pure...SO good... 
So wholesome for everyone! 












ments, of course, must be and is freely given to the 
many equipment manufacturers who have been 
serving the industry, and who in that way have 
made major contributions to its progress, and to 
its growth. 

On the other hand, some of that credit must be 
claimed by the bottlers who, through their associa- 
tion, have been providing incentive for such prog- 
ress, and giving it some of its impetus by their 
ready interest in mechanical developments, and in 
their readiness to recognize the profit advantages 
which come from new ideas and new types of faster, 
more efficient equipment 

They have, of necessity, recognized that it is not 
a question of how long a piece of equipment will run 
before it is worn out and falls apart, but rather how 
long they can afford to keep old plant equipment 
when an investment in new equipment will reduce 
cost per case. Obsolescence, obviously, in this indus- 
try of frequent change and rapid growth is a more 
important factor than normal depreciation from 
wear and tear. 

And it naturally follows that the exposition of 
supplies, equipment, and services, which has always 
been an annual feature of the association’s activity 
on behalf of the industry, is a most effective means 
of stimulating that incentive toward new develop- 
ments in the equipment field (as well as in many 
others) and of promoting that impetus to continuous 
progress. 

The problem of progress which is disturbing in 
that connection is the likelihood that, in a time like 
the present, when the industry must watch its pen- 
nies in production costs, and when it must keep in 
step with the marvelous and rapid developments in 
other segments of American industry, we may be 
confronted with or tempted to indulge in—not stag- 
nation—-but even slowdown in that march of prog- 
ress In our own particular field. 

We have all heard it said many, many times that 
this is a young and growing industry. It is a young 
and growing industry in a young and growing 
country. It cannot accept as its standards those 
ideas or those degrees of progress which other in- 
dustries may be satisfied with. Whether they know 
it or not—-that is very probably one of the reasons 
they look upon this industry with envy because of 
its rapid growth and expansion in comparison to 


their own. 


Why An Annual Exposition 


It may well be that in other countries they can 
be satisfied with a five year plan. Other industries 
can probably wait two, three, or four years to see 
new inventions and new developments in mechanical 
equipment. In this industry even two years is too 
long to wait, and that is the basic idea which has 


been the impelling motive in the thinking of your 
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Executive Board in its insistence upon the continu- 
ing necessity for the annual exposition as the real 
effective means of encouraging continuous develop- 
ment in supplies and equipment, and of presenting 
those developments to the industry in a most effec- 
tive manner. 

It is no secret, of course, that some segments of 
the machinery and supply field have been promoting 
the idea that the bottlers’ national association 
should hold its exposition every two years, or every 
three years, instead of annually. We have seen evi- 
dence of that effort in the trade press, as well as 
at State and National meetings. 

The fallacy in that type of thinking comes from 
the fact that, aside from the relatively less impor- 
tant matter of cost of exhibiting, it is in opposition 
to the increased effort and continuous push required 
in developing newer, faster, and more efficient labor- 
saving devices so that they can be placed before 
the industry at the annual show. Yet it is that very 
push, stimulated by competition, which is the basic 
purpose of the exposition—-and then only so that 
the industry can make progress, consistently and 
quickly. 

I might add that it is equally fallacious to regard 
the national association’s insistence upon the annual 
exposition as primarily a means of providing the 
finances for its activities. The funds received from 
associate-membership participation in the annual 
exposition are used for industry purposes, and a lot 
more could be used in that direction. But there are 
undoubtedly other means by which the association 
could be provided with the funds now coming from 
the exposition, so all that is secondary to the basic 
necessity and the primary purposes of the annual 
show. 

To put the incentive to industry progress, which 
the exposition provides, under a three year plan 
or even on a two year basis—represents a slowdown 
in the industry’s efforts to keep ahead of compe- 
tition, and a brake on its effort to offset the effects 
of higher costs and other inflationary pressures. 
Never in its history has the industry’s need for 
steady continuation of its record for progress and 
development been greater than it is now. The higher 
labor costs go, then just that much more does it 
need labor-saving equipment. And the more the 
industry’s market is expanded by its selling efforts, 
then just that much more is the immediate necessity 
for better and faster equipment increased so that 
other capital expenditures may be kept at a 
minimum. 

That same principle applies to advancements and 
new ideas relating to other materials, supplies, and 
services Which it is the purpose of the annual expo- 


sition to stimulate and bring before the industry. 
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HYSTER Presents... 
Two Completely NEW Lift Trucks! 










The Ultimate in 4000-Ib. 
Lift Truck Maneuverability 


> m 
A 
Ay 


STREAMLINED AND FUNCTIONALLY DESIGNED FOR 
UNEQUALED PERFORMANCE IN CAR LOADING, WARE- 
HOUSE AND ALL OTHER CLOSE-QUARTER OPERATIONS 


Hyster now offers, in addition to the 
pneumatic-tired 4000-lb. YT-40 Lift 
Truck, a mew lift truck in the 3000- 
4000-Ib. class — designed specifically 
for close-quarter operation! 

The new Hyster YC-40 is smaller 
than the pneumatic-tired YT-40 be- 
cause it is functionally designed to 
more compact dimensions, utilizing 
smaller cushion tires. The YC-40 is 
recommended for those applications 


30” Free Lift 

75” Turning Radius 
38” Wide 

82. Collapsed 
Height (with 9’ lift) 








“$9 





THE 


Capacity, 3000 Ibs 
(24” load center) 
Length, only 7454,” 


where it is not necessary to use pneu- 
matic tires. 
The new Hyster UC-30 is basically 
a YC-40 Lift Truck with a lighter 
counterweight, but with the same 
engine. Both incorporate advanced 
features not found in any other lift 
truck today! Call your Hyster dealer, 
or write for Catalog 1241 to: 
HYSTER COMPANY 


2950 N. E. Clackamas St. 1050 Myers St. 
Portland 8, Oregon Danville, Ilinois 


Be Sure to Call HYSTER Before You Buy ANY Lift Truck! 


THE 


YCc-40 


Capacity, 4000 Ibs 
(at 24” load center) 
Length, only 783%,” 















es 




































Hyster YT-40 Hyster YC-40 
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Hyster 20 Hyster UC-30 
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HYSTER COMPANY ° 








FOUR FACTORIES: Portland, Oregon; Danville, Illinois; Peoria, Illinois; Nijmegen, The Netherlands 














Measure Your Progress 
By Profits . 
Not Volume! 








O peratine control is one phase of 
business management and_ financial 
control is another phase. Most bottlers 
are satisfied if they can attain effec- 
tive operating control but give little 
thought to financial control. Yet, bad 
financial control can negate good oper- 
ating control. To illustrate, we can 
offer nothing better than the figures 
on a profit and loss statement and 
balance sheet that we recently pre- 
pared for a_ bottler covering 1952 
operations. 

This bottler started business in 
1948. By the end of 1952, he had been 
operating five years and had built up 
to a volume of $140,000, yet, using his 
own words, “the balance in bank, or 
what I have always considered the 
working capital, is what keeps me ‘on 
edge’ all the time’’. Here was a bottler 
who, from the standpoint of effective 
sales work and operating control, did 
a commendable job, considering the 
fact that he started with a limited 
capital in 1948, but from the stand- 
point of financial control, he was in 
a bad way because he could not pay 
his bills promptly. 

To help the reader get a sharp focus 
on this bottler’s position, we offer this 
condensation of his profit and loss 
statement and balance sheet for 1952, 
the figures rounded for clarity and 


easy understanding. 
Profit and Loss Statement 


Sales $1.10,000--100 
Cost of sales——materials. 
supplies and manufae- 


turing expense 84.000 ov 


Margin on sales $ 56.000 10 


Overhead expense LL.&00 » 


a 


Net profit on sales § 11200 8 


60 


Balance Sheet 
Cash in bank $ 2.000 
Accounts receivable 7,500 
Inventory of materials, supplies 


and finished stock 16.500 


Current assets $20,000 
Fixed assets, building, machin- 


ery, fixtures and trucks 55,000 


Total assets $75,000 
Liabilities 

Accounts payable $ 4.500 

Bank loans payable 5.000 

Accrued accounts 500 


Current liabilities or debt $10,000 
Fixed liabilities—- mortgages 


payable 25.000 


Total debt $35.000 
Net worth 10.000 


Liabilities and net worth $75,000 

This bottler had invested $10,000 at 
the start. In 1952, he had a net worth 
of $40,000, and so, he had earned 
$30,000 in five years, $6,000 a year 
plus compensation for his own serv- 
ices, Which was charged up under 


overhead expense. 


This bottler’s sales records showed 
that he had made good progress for 
the comparatively short time he had 
been in business and his modest initial 
investment. For example, in June 1949, 
he did $6,500 in sales. In June 1952, 
his sales totaled $18,250. The other 
months in 1952 showed similar in- 
creases With seasonal variations, of 
course, The casual observer would say 
that this bottler was doing right well 
for himself. In fact, this would be 
the consensus of opinion of most bot- 
tlers when reviewing similar business 


figures. 


However, this bottler was not doing 
a good over-all job of business man- 
agement. The heavy increase in sales 
in a few years’ time did him more 
harm than good because it weakened 
his financial position. His financial 
control was not properly geared to his 
operating control. Let’s analyze the 
balance sheet to lay bare its weak- 


nesses. 


His current ratio, the ratio of cur- 
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rent assets to current liabilities, is 
2 to 1, or $20,000 in current assets to 
$10,000 in current liabilities. On 
paper, he has a working capital of 
$10,000, which should be ample to give 
him good financial liquidity, but he 
has only $2,000 cash in the bank, 10 
per cent of current assets, when it 
should be, at least, 25 per cent in this 
field. His inventory is more than 50 


per cent of current assets, his receiv- 









Now is 
the time 
To Run a 


Test on 





ANCHOR 
ALKALI 


FOR BOTTLE WASHING 


Now—while you have time to examine l 
results carefully—is a good time to find 
out what a superior product Solvay 
ANCHOR ALKALI is, Before the rush starts, is more 
youcan prove to yourself that this bortle 
washing cleanser will give you many ad 
vantages throughout the coming season 

there I] he no specks, no spots, no 
dulling film on your bottles; 


rinsing | ropertes In ANCHOR ALKALI 


special Boston * Charlo 


leave bottles shining and sparkling ind 
bec ruse cur Sumy tion per unit numbe r of 
bottles washed is low, ANCHOR ALKALI 
economical! Order Solvay 


ANCHOR ALKALI today 


SOLVAY PROCESS DIVISION 
ALLIED CHEMICAL & DYE CORPORATION 
An 61 Broodway, New York 6, N.Y 
eae —BRANCH SALES OFFICES. ——————— 
tte * Chicoge * Cincinnati * Cleveland 
Detroit * Houston * New Orleons * New York * Philadelphic 
Pittaburgh © St. Lovis * Syrocuse 
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ables about 40 per cent, ratios that 
are far too high for comfort. This 
bottler has the working capital poten- 
tial to pay his bills promptly, but not 
the working capital liquidity, because 
he is tying up too much of his “seed 
money” in receivables and inventory. 
Sizing the inventory and receivables 
to keep financial control fluid at all 
times is an important phase of busi- 
ness management. Too many bottlers 
never give it a passing thought. There 
are no fixed ratios. Safety in this con- 
nection depends upon the business set- 
up. However, when the inventory of 
raw materials, supplies and finished 
stock exceeds 35 per cent of current 
assets, it is usually a signal to step up 
promotional activity to reduce the 
inventory or cut down on purchases of 
ingredients and supplies. 


This bottler’s fixed assets at $55.,- 
000 are about 40 per cent more than 
his net worth, which is an unhealthy 
sign because too much of the bottler’s 
equity is tied up in fixed capital. He 
has a $25,000 mortgage against his 
property. Because some business ex- 
perts predict a down-beat of business 
activity within a year, it is wise for 
all bottlers with long-term debts to 
pay them off if they can, because the 
dollar is low in value. If we have 
reached the peak of our inflationary 
cycle, as many seem to think, and start 
the other way, the dollar will increase 
in value and the bottler will pay rela- 
tively more for his long-term debts. 
This bottler can’t do much about it 
because it is doubtful that a bank will 
lend him money on his balance sheet, 
and so, he must wait to reduce his 
mortgage until his cash position is 
such that he can pay his bills promptly 
and has an additional reserve to cut 
the long-term indebtedness. Any bot- 
tler who has some “sleeping capital” in 
the bank and fixed obligations on his 
books will do well to consider paying 
off or reducing these debts. 

An important omission on this 
balance sheet is the absence of re- 
serves for depreciation on the fixed 
assets. Roughly, this bottler should 
have depreciated these assets by about 
$10,000 during the past five years, 
but he is carrying them at original 
cost, which means that his net worth 


is inflated by 810,000, so he isn’t as 


April, 1953 





At, GLASS CONTA, 
Auizing wy k ‘ 


Vlow Cwadclable 1n EMERALD GREEN, GEORGIA GREEN and FLINT 















































WwW WZ 


FLAME - POLISH. 
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RETURNABLE BOTTLES 
WITH LUSTRO-COLOR 









Yes, from the selection of raw materials, 
through every step in their manufacture, and 
through scientific control laboratory testing, 
Liberty Quality Bottles are actually “custom- 
SINCE 1918 made for your customer's trade.” 


~~ 
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Triple-tier stacking of a 2,088-pound load of heavy 
chemicals at Westvaco Chemical Division, Carteret, N. J. 





Tuck ’em in snug... 


Stretch both storage capacity and your operating 
budget . . . by stacking extra-large loads extra 
tiers higher. That's just one of many ways that 
widely adaptable Towmotor takes the hobbles off 
your materials handling routines for greater efh- 
ciency. Any one alone totals up savings that pay 
for Towmotor many times over. Methods which 
make these savings a reality are described in a 
new book titled ““Man-Hour Thieves.”’ Write for 
your copy, and name of your nearest Towmotor 
Representative, to: Towmotor Corporation, Div. 
6204, 1226 E, 152nd Street, Cleveland 10, Ohio. 








Be sure to 
see the 
Towmotor Exhibit 
at the 
5th National 
Materials Handling 
Exposition 
Starting 
May 18, 1953 








TOWMOTOR 





THE ONE-MAN-GANG 


FORK LIFT TRUCKS and TRACTORS 


SINCE 1919 


TOWMOTOR ENGINEERED FOR QUALITY PERFORMANCE 
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rich as he thinks he is. The handling 
of depreciation on the books is some- 
thing akin to the handling of income 
tax. The bottler should set up a re- 
serve for depreciation, but this is only 
a paper figure. To play absolutely safe, 
he should “freeze” the actual dollars 
recorded in a sinking fund so that 
when he needs replacement equipment, 
he has the money to pay for it. The 
bottler with a small bank balance may 
have a hard time making even the 
down payment on replacement equip- 
ment and also paying his regular obli- 
vations if his cash position is poor. 

If $10,000 in depreciation write- 
downs is deducted from the book fig- 
ure of $40,000 net worth, it leaves 
$30,000, which is less than the $35,000 
total debt. This means that the credi- 
tors own more of the business than 
the bottler, which, of course, is a bad 
spot to be in financially. From our 
field studies, we find that, too fre- 
quently, bottlers’ books show ‘‘water” 
in the net worth, and when it Is 
squeezed out, the business equity drops 
below the total debt or is too close to 
it for comfort. This is one equation 
that the banker examines closely and 
if it doesn’t size up satisfactorily, he 
will refuse a loan, even if all other 
elements of operating and financial 
management seem Okeh. 

Many bottlers are chagrined when 
they are turned down for bank loans, 
also surprised. They assume that they 
are entitled to credit because of a sub- 
stantial increase in dollar sales, or a 
volume in the high brackets, but a 
study of the statements shown here 
indicates that financial control, as well 
as operating control, must be consid- 
ered, and that is what a banker does 
when he appraises a risk. If business 
dips and income drops, this bottler 
could “go for broke” despite his satis- 
factory showing on sales and profits. 

On the profit and loss statement, 
the net profit is quite satisfactory, and 
vet, this bottler could have increased 
the net with departmentization. He 
lumped his sales for the business as 
a whole, yet, he was losing money on 
one of his six lines, and just about 
breaking even on another. This is not 
an unusual condition in the bottling 
industry. We have often come across 


bottlers who would earn more if they 


dropped certain unprofitable flavors or 
lines. Of course, it would be better to 
improve promotional methods, and sell 
more of these lines at profitable prices, 
but failing to do this, a smaller volume 
would give such bottlers more dollar 
profit because the loss-lines were 
siphoning off some of the profits 
earned by the profitable sellers. When 
books are kept on a composite basis, 
the bottler cannot detect these “‘in- 
visible losses”. In this case, the bottler 
was earning 12.5 per cent, $12,500 on 
$100,000 of his total sales, the remain- 
ing $40,000 showed a loss of $1,300, 
which brought the net on the total 
volume down to $11,200, or & per cent 
of sales. If he had passed up the addi- 
tional $40,000, he would have earned 
more money. This also partly explains 
his poor financial condition despite a 
satisfactory volume. 

This often happens in this field be- 
cause bottlers do not departmentize 
or Classify sales according to lines or 
flavors. They go all out for volume, 
their sole objective, but our experi- 
ence has shown that a business dormg 
i smaller volume with good operating 
and financial control usually earns 
more profit than a business showing 
more sales but hampered with poor 
operating or financial management. 
Here is an actual case history, backed 
up by a factual audit, and showing 
how this paradox of bigger sales vol- 
ume and lower profits comes about. 

Many bottlers assume that if they 
can get more business, they can get 
out of a financial logjam, but this is 
no solution. To increase sales would 
not improve this bottler’s cash posi- 
tion if he retains his present business 
practices. The balance sheet will show 
more cash relatively, but under the 
same kind of financial control, the 
ratios of receivables and inventory 
and their dollar investments will also 
increase, so that the business will be 
in the same financial condition. He 
must set his financial house in order 
first, then go after more business. If 
he does only the latter, he may be 
worse off financially than before and 
he’ll have that many more headaches 
confronting him. To play safe from 
now on, every bottler should give his 
balance sheet the once-over quarterly 
along the lines mentioned in this 


article. 
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Are You 
Selling The 


Supers? 











Supermarkets are springing 
up all over the place. 

An annual survey by Super 
Market Merchandising shows 
1.118 new supers were built in 
1952—with the average physical 
size being 9,611 sq. ft. and 
planned to do a volume between 
$1,300,000 and $1,500,000 an- 
nually. 

Of the new markets, 92.9% 
have drugs and cosmetics depart- 
ments, 57.9% have magazines, 
71.0% housewares, 59.9%. sta- 
tionery, 39.7% hardware, 
98.7% sundries, 35.7% toys, 
10.7% soft goods. Dietetic food 
—a comparatively new line—is 
a department in 86.3% of the 
new supermarkets. 

The new stores have LOOG 
self-service in grocery, dairy and 
frozen food departments. Half 
have self-service meat depart- 
ments and 70% have self-service 
produce departments. 

Though more apt to be part 
of a chain, about one-third of the 
new supermarkets are owned by 
individuals who just entered the 
field. More of the new. stores 
were opened by smaller chains 
and by individuals (organiza- 
tions controlling 25 markets or 
less) than by those with 26 or 
more markets. Favorite location 
of the stores continues to be sub- 
urban areas and smaller cities 
and towns. 

The food and grocery depart- 
ments, of course, are the big 
divisions of the supers, attract- 
ing the most customers and ring- 
ing up the big volume. Various 
bottler approaches to selling su- 
permarkets are pictorially shown 


on the following two pages. 
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Stewart & Stevenson 


/-High Pallet 
Beverage body 


Deliveries are faster all along the 
line with these new Stewart and 
Stevenson Pallet Bodies. First, the 
modern pallet method means quick- 
er warehouse loading. Second, 
more payload can be carried on 
this new body with cases stacked 
seven high instead of five high . 
with the seventh row actually lower 
than the fifth on rack trucks. The 
low height design of this new high- 
capacity body permits fast unload- 
ing at dealers with less driver 
fatigue. The rugged, all welded 
body requires less maintenance. 
Furthermore, it can be used on any 
make or model truck so that it fits 
right in with your present equip- 
ment 

Write or call Stewart and Stevenson 
Truck Body Division at Houston for 
full particulars on how Pallet bodies 
can be applied to your operations. 


228 cases of 8'3 









MODEL 14120 








1 cell of 25'2'' width — working space 
40 cases 
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MODEL 15120 


MODEL 1184T 


1] cases long on 84 CA truck Capacity MODEL 12102T 
height; 3 cells of full 39” 12 cases long on 102” CA truck Capacity 288 cases of 812" 
width -working space he ight; 4 cells of full 39 width; 1 cell of 13 width — working 


width; 1 cell of 25'7 
for 40 cases 


space for 20 cases — optional at no extra cost 


















14 cases long on 120” CA truck. Capacity 312 
cases of B'2" height; 4 cells of full 39° width; 


15 cases long on 120° CA truck. Capacity 372 
cases of 8'2"' height; 5 cells of full 39’ width. 








Delicious 


ELAWARE 


Investigate the . ) 
“Twin Franchise” plan today ... ao ; | Pp UN ay | 


F WRITE TO: < 
mory BALLEW 
ASSOCIATES, . 


A MARKETING SEVEN ELEVEN GULF STATES BUILDING 
ORGANIZATION DALLAS, TEXAS 











ig 
< 


Preoeiiad| Sg so hurl 


JO YEARS ON THE MARKET! 





©1953 by The Delaware Punch Company of America 
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SUPERMARKET 
SELLING 





Mass displays are always effective in building extra 
volume — especially in promoting carton and case 
purchases. Golden Age Beverage Co. of Arkon, O.., 
was responsible for this display. 















... but the 


‘a eA best way is 
ce & through 
AVAILABILITY! 


Strengthening distribution is the first step to building 
grocery store volume. As the Grapette Co. reminded 
its bottlers: “The best way to get customers is through 
availability.” 
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Should Be "Big" In Plan And 
Execution 
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CHAPEL ities 


Because many food store purchases are made on im- 
pulse, routemen should continuously strive to place 
point-of-purchase advertising materials—which serve 
as reminders-to-buy. Above, a Chicago Coca-Cola 
routeman prepares to make an advertising placement. 








Try-it merchandising is being used by increasing num- 
bers of bottlers to hypo food store business. The sell- 
ing-via-sampling job above was recently conducted by 
the Dr. Pepper operation in Sinton, Texas. 
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Easy to Lift... 
Easy onthe Eyes... 
Easy to Buy... } 


This Rugged 





Handle and Bottom 
in One Piece 





Gaylord's single-piece 
bottom and center handle 
construction that makes 


assembly easy. 


General Offices: SAINT LOUIS -+ Sales Offices Coast-to-Coast 









SOLID FIBRE CARRIER 
PUTS MORE BOTTLES INTO THE HOME! 


Shoppers like to lift it by the comfortable 

center handle. They are attracted and invited to 
buy by the neat colorful appearance of Gaylord 
carriers... even after many round trips. 


To assure long-lasting strength and good looks, 
Gaylord’s special solid fibre board has been 
specially developed to resist dirt, moisture 

and scuffing. 


To increase your home consumption sales, contact 
the nearby Gaylord Sales Office listed in the 
classified section of your phone book 


under Boxes. 


GAYLORD 
CONTAINER 
CORPORATION 





65 





Advanced engineering, laboratory 

control of all materials, expert workman- 

ship, thousands of DUMORE installations and 49 years 

manufacturing experience make MEYER DUMORE Bottle Cleaners 

and MEYER DUMORE Syn-Cro-Mix Filling Systems what they 
are today — bottling department equipment at its best. 


Plants bottling Coca-Cola throughout the world are using MEYER 
DUMORE Bottling equipment and getting greater production effi- 
ciency and effective quality control. 


You can’t beat MEYER DUMORE combination of bottle cleaning 
and Syn-Cro-Mix filling, proven and tested in hundreds of plants, 
throughout the world — no need to experiment. 


MEYER DUMORE Bottle Cleaners and MEYER DUMORE Syn- 
Cro-Mix Filling Systems are available in numerous combinations of 
compactness, appearance and proven economy. There is a size for 
most every bottling production requirement. Write for BulletinSY-125. 


The la Salle Coca-Cola Bottling Co., modern 

plant in Milwaukee, is equipped with 2, five 

compartment, 24 bottle wide MEYER DUMORE 
ae tn! Oy Bottle Cleaners and 2, 40-10 MEYER DUMORE 
% Syn-Cro-Mix Filling units. 





GEO. J. MEYER MANUFACTURING CO. 


CUDAHY, WISCONSIN 
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LA SALLE Coca-Cola Bottling 


Milwaukee, Wisconsin 
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FILLING SYSTEM 





The MEYER DUMORE Syn-Cro- 
Mix Filling System is essentially 
a high speed production unit, 
precision built for long life, with 
capacities up to 375 bottles per 
minute. 


Liquid passages are streamlined 
without ledges, reverse bends or 
corners. The smooth, sturdy con- 
tour of the MEYER DUMORE 
Filler and Crowner is easily kept 
clean. No corners, recesses of 
pocket-like channels for liquid or 
glass to accumulate. And, many 
other money-saving and time-sav- 
ing features. 
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End of Construction Controls 
Will Help Bottlers, Suppliers 


The government announced on March 11 that 
controls on civilian construction will be ended June 
30. The action applies to all types of construction 
which have been under rigid regulation since shortly 
after the outbreak of the Korean War. 

On the same date the Controlled Materials Plan of 
allocating steel, copper, and aluminum is to be dis- 
continued. In its place will be a new Defense Mate- 
rials System to channel the three metals to military 
and atomic energy plants. 

Ending of construction controls and the Controlled 
Materials Plan will interest bottlers indirectly rather 
than directly. Suppliers of machinery, trucks, refrig- 
eration and other equipment, for example, should 
be in a better position to supply the industry’s needs. 

Resumption of unlimited construction in the 
amusement and commercial fields will also favor the 
bottling industry by increasing the number of outlets 
for soft drinks. As for construction of bottling 
plants, ending of controls will remove the necessity 
for making application for amounts of steel, copper, 
and aluminum larger than those obtainable under 
self-certification privileges. 


“Backing Up" Causes 
Most Beverage Truck Accidents 

Improper backing, not speed, is the major cause 
of accidents involving soft drink industry trucks, 
according to statistics compiled by the Lumberman’s 
Mutual Casualty Company. Thirty-seven per cent of 
the industry’s trucking accidents are due to improper 
backing, the company reports. 

This is followed by inattention and carelessness 
(16°; ), unsafe speed (11° ), failure to signal prop- 
erly (7°), wrong side of road (4°; ), following too 
closely (4°), improper parking (4¢;), violating 
right of way (3°7), improper passing (3°; ), defec- 
tive vehicle (3°), improper loading (2°; ), and all 


other causes (6 ). 


Nesbitt's Color Ads Will 
Reach 19 Million Homes 


According to John T. Hunsaker, Vice President of 
Nesbitt Fruit Products, his company will again use 
magazine advertising this year as the backbone of 
the Nesbitt’s national campaign. 

Hunsaker stated that eight magazines Life, 
Look, Family Circle, Woman’s Day, Everywoman’s 
American Family, Household, and What's New in 
Home Economics, will carry the Nesbitt’s story to 
practically every home in America. This list of maga- 
zines has a total circulation of 19,197,887. In addi- 
tion, all consumer advertisements will be reproduced 
in color. 

The “Happy Homes Have Nesbitt’s” theme will 
be featured in these ads and the campaign is directed 
at the six bottle carton market. 


National Bottlers’ Gazette 








Nebraska Group Registers 


Top Attendance 


DW v1; 54 of the 66 bottlers in the 
State registered as members, and all 
fifty-four bottlers in attendance, the 
Nebraska Bottlers of Carbonated Bev- 
erages held its annual convention, 
March 5 and 6, at Grand Island. E. A. 
Bostrom, Coca-Cola-7-Up Bottling 
Company, Grand Forks, North Da- 
kota, a member of the national asso- 
ciation’s Executive Board, headed the 
list of speakers, which included Ralph 
Brooks, Supt. of Schools from McCook. 
Mr. Brooks was the luncheon speaker. 
In describing the assets of the State, 
he pointed out that 1/6 of the nation’s 
food products originate in Nebraska, 
and that among the State’s resources 
are manufacturing industries, food 
processing and retailing. With it all, 
he ‘pointed out, the State does not 
re) : ‘ E. A. Bostrom, A.B.C.B. Executive Board 
enjoy the position it rightfully de- member, represented the national asso- 


ciation as the convention's principal 


serves, and he called upon its citizens 
speaker. 











THE BIG BRASS 


Elected to head the Nebraska association were J. P. Daniel, Norfolk. Secretary: Don 
Devries, Lincoln, Managing director; Gayle Sawicki, Omaha, vice president; Charles 
Wahlquist, Grand Island, Board member; Roy Keenan, North Platte, Board member: 
Con Keating, Columbus, President; Clare Blakeman, Norfolk, Mike Selzer, Scottsbluff 
and Robert Poindexter, Lincoln, Board members. 
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THE VERSATILE GINGER ALE 


MONTREAL 





Pale Ory 2 of. 


IT'S TASTE-TAILORED 


MONTREAL Pale Dry gives you the zest, sparkle and 
bouquet your customers look for . . . Speeds your 
production too .. . Montreal has sufficient lemon & 
lime and color for the finished drink . . . it's specially 
filtered to foam less. 


If your state does not 
permit special non-nutri- 
tive sweeteners .. . cash in on the diet-conscious 
market by making "Less Sweet Pale Dry'' with our 
special blend of Montreal .. . with Montreal you are 


sure of a delicious, full-flavored ginger ale no matter 


what the sugar content. 


Montreal is in the #1 spot in 
the new dietetic market. 


Top position!!! Here's why: 

1. Montreal in a dietetic drink is as delicious as the 
best soft drink ginger ale on the market. 

2. YOU PAY NOTHING EXTRA ... you get 
Montreal at the regular price } sufficient calcium 
sucaryl at cost | complete bottling instructions. 

3. A COMPLETE PROMOTION PROGRAM (not 
a franchise). We have avaialble legally correct labels, 
window streamers, and bottle toppers with your own 
name imprinted. 
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PUT MONTREAL Send me '/2 gal. MONTREAL 2 oz ‘ 
TO THE TEST! ! ! i Include information on DIETETIC > 
; "LESS SWEET" [) REGULAR 1 

Either you agree ;,,.. t 
that Montreal !,,,.. 
gives you the best § ¢;, nam ' 
ginger ale you can I Authorized 4NBS 


bottle or we'll give 
you YOUR MONEY 
BACK. 


MAIL THE ORDER 


Vs & Hohnstamm, Ine 


COUPON TODAY!!! 329 CANAL STREET WEW YORK 13, WY 
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Truck... 


Doubles Storage Capacity! 


The Seven-Up Bottling Co. of erate speed ... 
Memphis reports greatly increased 
warehouse efficiency since installing a 
Lewis-Shepard SpaceMaster Model “J” 

. and the cost was just 4 that of 


glass containers.” 


Here’s what Memphis 7-Up Gen Priced from 
Mer., R. Ingouf, says about the Model 
"J": “We can now store better than 
50% more merchandise in 40% less 
floor area .. . further, our experience 
with your Model ‘J’ here in Memphis 


handle loads up to 


charger included, the Model 


2000 Ibs. 


today! 


this last is particularly 
desirable in an operation handling 


You, too, can enjoy all the advan- 

tages of the Model “J” 
1e ‘ ale, ic . - ' ° 

conventional electric fork trucks! the usual electric fork 


— and for half 
truck cost. 
2765, battery and 
“y” will 
Lewis- 
Shepard’s one-design line makes the 
low price possible. Get all the facts. 
Write, wire, or call... 





has prompted the purchase of this 
same model fork truck by some of the 
other Maher 7-Up plants in the middle 


west. Some of the outstanding features No. 3661 
of your truck which ‘soid’ us are: cases... 
maneuverability, compactness and easy-to-ha 
sturdiness of design, no clutch, no car- A ; 

ss «_ designed 
bon-monoxide fumes, automatic elec- i 





trically-controlled braking and mod- 


BOTTLER’S CASE TRUCKS 


handles 4 or 5 
light, all steel, 
ndle. A rugged, 


quality truck specifically 


for bottlers. 








Nationwide Service — See “Trucks, Industrial” 
in your Yellow Phone Book 


--LEWIS-SHEPARD"‘ 


229-4 Walnut St., Watertown 72, Mass. 


Please send Catalog and “Electric Fork 


Truck Comparison Chart’. 


Name 


Company 





Street 


City State 
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to help it achieve its rightful position. 

Mr. Bostrom, in his excellent talk, 
stressed the “Meet and Eat” 
organizing local associations, which 
can effect the plans and policies of the 
State group on the local level, as well 
as handle matters which cannot be 
done by the State association. He 
showed the A. B. C. B. slide film, 
“Arch of Industry Progress” which 
illustrated the points he had previous- 
ly stressed. , 

An open forum discussion, moder- 


ated by President Del Leffler, ranged 


theory of 


affect the bottlers, and also outlined 
the results of a survey made in the 
State in which 30°), of the bottlers 
responded. The total payroll is esti- 
mated to be in excess of two million 
dollars, with more than 600 permanent 
employees, while per capita consump- 
tion was shown to be under the na- 
tional average. As this was an initial 
attempt at 
the returns were 


fact-finding in the State, 
disappointing in 
quantity, but the members promised 
100° cooperation in the future on 


these confidential questionnaires. 





LUCKY THREE 


Attendance prizes of real worth were won by Bottlers Vic E. Fritton (Coca-Cola, Albion) 
and Bud Boyd (Grapette, Hastings) and Supplyman Bob Wall, of Double Cola Co. 





widely over many current topics in- 
cluding prices, common sense bottler 
cooperation and deposits. The mem- 
bers of the panel were the Board 

Directors, and both they and bottlers 
from the floor related their experi- 
ences with various phases of bottling 


plant operation. 


At another business session, Carl 
Hudson, 7-Up bottler from Lincoln, 
reported on the Sanitation Codes of 
the State of Nebraska. He pointed out 
to the bottlers that the soft drink in- 
dustry was now included with the 
dairy industry as far as the regula- 
tions were concerned, and in various 
cities came under the restaurant codes 
as well. The Department of Health 
in the State has consented to work 
with the bottlers in developing a spe- 
cial code of sanitation for the soft 
drink industry, and in furtherance of 
the project, the new Board of Direc- 
tors was instructed to work with the 
department in the development of the 
sanitary regulations. 

Don DeVries, Managing Director of 
the association, gave a detailed report 


on legislation now pending which 


The recommendations of the nomi- 
nating committee were unanimously 
adopted. The new officers are: Presi- 


dent, Con Keating (Dr. Pepper- 


Squirt), Columbus; Vice-President, 
Gayle Sawicki (7-Up), Omaha; Secre- 
tary, J. P. Daniel (Quality 
ages), Norfolk; 


Don DeVries, Lincoln. 


Bever- 
Managing Director, 
Three new di- 
rectors for two year terms elected 
were M. R. Selzer, Sr., Coca-Cola Bot- 
tling Co., Scottsbluff; Al 
Willow Springs Bottling Co., 
and Clare Blakeman, Nehi 
., Norfolk. The carry-over directors 


teidman, 
Omaha; 


Jeverage 


with one year unexpired terms are Roy 
North 
Poindexter 


Keenan, Coca-Cola Bottling Co., 
Platte; Bob Poindexter, 
Bottling Co., Lincoln; and Charles 
Wahlquist, Nehi Bottling Co., 
Island. 

Of three attendance prizes donated 


Grand 


by the association, one was restricted 
to supplymen only. This, a big deep- 
freeze unit, was won by Bob Wall of 
the Double-Cola Company. Two other 
prizes, 17” television sets, were won by 
Vic E Fritton, Coca-Cola Bottling Co. 
at Albion, and Bud Boyd, 
Bottling Co., 


Grapette 
Hastings. 
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Wood Box Industry 
Sees Bright Future 

Wood box sales in 1953 will be as 
good and possibly better than in 1952, 
it was predicted at the recent 54th 
annual National 
Wooden Box Association in Washing- 
ton, D. C. The bright forecast was 


meeting of the 


based upon the expectation of more 
firmly stabilized federal policies, and 
growing demand for lumber. 

R. F. Miles, president of Rath- 


borne, Hair and Ridgway Box Com- 


pany, Chicago, was elected president 


of the association, succeeding D. A. 
McNeill, Jr. of MeNeill, Lauff and 
McNeill, Thomson, Georgia. 

P. John Galbraith, John Galbraith, 
Philadelphia, was re-elected treasurer, 
and C. D. Hudson, Washington, D. C., 
was re-elected executive vice presi- 
dent. The three vice presidents elected 
to serve in 1953 with Mr. Miles are: 
Curt F. Setzer, Setzer Forest Prod- 
ucts, Inc., Sacramento, Calif.; Leslie 
J. Chaffee, Chaffee Brothers Company, 
Oxford, Mass.; and J. D. Bronson, 
Cascade Lumber Company, Yakima, 
Wash. 
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EXTRACTS 


..- let them help build 


your profits! 


A full line, plus 
special formulas for 


your every flavoring need 


Send today for valuable free booklet listing 


helpful facts, formulas, tables, etc., plus 


full descriptive list and prices on 


Red Diamond flavors. Samples on request. 


"= LIQUID CARBONIC CORPORATION 


3100 South Kedzie Avenue 


3-Dimensionals To Spur Sales 

Keep an eye on the cinema’s current 
trend towards %-dimensional films, as 
exhibition consideration may bring 
back the “intermission” to many mo 
tion picture theatres, presenting more 
of an opportunity to merchandise 
snacks and soft drinks. These stereo 
scopic films are projected through two 
machines, interlocked for simultane 
ous operation. Since most theatres 


only have 3 projectors to show stand 





Chicago, Illinois (23 


ard films (one is for emergency stand 
by use, with the other two alternating 
with 2,000 ft. reels to prevent any 
interruption in the picture), there will 
have to be “break” points allowing for 
the chanye-over in 23-dimensional reels, 
as two machines must be reloaded 
Such stereoscopic showing will prob- 
ably be divided into two or three 
“acts”, giving patrons that extra in- 
termission impulse to patronize ven 


dors for a thirst-quencher 
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“Our Hires sales 
hit a new high !” 


“up 32%,” says John P. Currin 


of the Currin Bottling Company, 
Batesville, Indiana. 








“Hires has become the 



























backbone of our business. 
For instance, last July’s 
sales were terrific for all 
of us. But, over and above 
that our Hires sales all 
year were remarkable. 
They shot up a whopping 
32%! 

“That tops anything we’ve 
done yet. And we've seen 
Hires sales increase 
steadily since April of ’49, 
when we became a Hires 

bottler.” 





One of America’s best 
known trademarks, Hires 
gives you a ready-made 
demand in your market. 
John Currin, and hun- 
dreds like him, vouch for 
this. Hires can mean big 
business for you, too. Drop 
us a line for details today, 
a few choice franchises 
are still available. The 
Charles E. Hires Co., 

206 S. 24th St., £ 
Phila., Pa. 


Another of the Hires 
“Success Stories” 
from all over America 
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Tri-State Meeting Emphasizes 
Sales Opportunities 


Speakers stress possibilities which lie ahead for the industry. 


O we of the three State associations 
in the country to represent more than 


one State, the Tri-State Bottlers of 


Carbonated Beverages, which covers 
Utah, Idaho and Wyoming, held its 
32nd annual convention at Salt Lake 
City, February 24 and 25, with a very 
good attendance from all three States. 
All but two bottlers in Utah and Wyom- 
ing are members of the association, 
# record unsurpassed anywhere in the 


country. 


The speakers at the meeting pro- 
vided a cross section of industry opin- 
ion on several important topics. D. 
Mitchell Cox, Vice-President, Pepsi- 
Cola Co., N. Y. C., pointed out that 
because bottlers are the owners and 
operators of small businesses they suf- 
fered none of the ills and vices of big 
business. And because bottlers are 
small businessmen, they are important 
to the business life of their respective 
communities. “We sell very good prod- 
ucts —- wholesome products”, he said, 
“but we do not sell products as much 
as we sell friendliness, a moment’s 
happiness to our fellow citizens. There 
is something about soft drinks that is 
interwoven deeply into the happiness 
of our nation’s people. People in this 
country identify soft drinks with pleas- 
ant moments. Therefore, we sell 


NEW! 


simplified coin mechanism... 


bottle vending! 


LOWEST COST VENDERS ON THE MARKET! 


G e N FE RA L VENDING MACHINE CORP. 
PHILADELPHIA - CHICAGO 
FOR COMPLETE DETAILS WRITE: 
3338 CHIPPENDALE AVE., PHILA. 36, PA. 





clared, with his free choice in the mar- 
ket place, casts a vote for a product 
each time he goes up to buy it. In our 
field, the ballot boxes are displays and 
coolers, and in this respect, he paid 
tribute to the bottlers for providing 
quality and service far in excess of 
the advertised promises. 

William B. Smart of the Deseret 





THE OFFICERS 


Clarence S. Johnston, President; Milton L. Rawson, Vice-President; Roy Larsen, direc- 
tor: C. LaMont Richards, director; R. V. Day. director: H. H. Rust, director; Morris 
Burtcher, director: Andrew Birrell, director: G. C. Sanborn, Secretary. 





friendship. We sell a way of living 
which is not going to revolutionize the 
history of man, but certainly it is im- 
portant to our people today.” 

The American consumer, he de- 


REVOLUTIONARY! 


The Only Really New Advance in Bottle Venders in 10 Years! 


100%. FLAVOR CONTROL! 


General Vending's amazing new Bevmart and Vendmor models enable 
you to dispense any number of flavors from | to 10! The only venders 
with CHANGEABLE control over flavor sales! Popular rack-type with 
no troublesome blower fan motors... 
quick cooling. Every advanced feature for better, more profitable 


“FLAVOR CONTROL" 
(Patent Pending) 


News and Telegram, discussed the im- 
plications of the political shift which 
placed the Republican Party in con- 
trol, and stressed the responsibility of 
the voters to see that the government 








"*BEVMART'' Model 
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fulfilled the mandate given it in the 
elections. One, to restore the economy 
by stabilizing the currency and wiping 
out the public debt. Two, to restore 
the nation’s prestige on an interna- 
tional basis, and three, to restore 
morality and integrity of government 
at home. 

A fine talk on the “Power of Selling” 
was made by George E. Silver of the 
Nehi Corp. Despite great strides in im- 
proving per capita consumption, and 
in changing the selling prices of soft 
drinks to the point where they pro- 
duce a reasonable profit, Mr. Silver 
pointed out that we have not kept pace 
with the general economic improve- 
ment of the country, nor have we 
matched the burgeoning sales of other 
products which vie with soft drinks 
for the consuming dollar. He empha- 
sized that bottlers have a three-fold 
selling job to do; first, to induce pres- 
ent users to increase their consumption 
of soft drinks; second, to obtain new 
customers since only about 50°; of 
Americans use soft drinks at any time 
and third, to improve their selling 
practices and the effectiveness of their 
selling forces towards a quicker ac- 
complishment of the first two objec- 
tives. 

An interesting talk on the technique 
of producing quality soft drinks was 
made by C. E. McKelvey, director of 
Product Control Laboratory of Canada 
Dry Ginger Ale, Inc. Mr. McKelvey 
discussed spoilage control at consider- 
able length and demonstrated how 
control instruments should be used. 

Representing the A. B. C. B., H. L. 
Corwin of Vancouver, Washington, 
who was elected to the Executive Board 


Price Problem Highlights 


Illinois Meeting 


Three-man sales clinic a feature of big meeting in Chicago. 


DW 1: the highest paid membership 
in its history, 153 bottlers and 93 asso- 
ciate memberships, the Carbonated 
Beverages Manufacturers of Illinois 
celebrated its 33rd year of operation 


~ 


with an annual convention on March 5 








of the national association in Atlantic 
City, outlined to the bottlers the part 
that the national association plays in 
the manifold activities of the soft 
drink industry, stressing especially its 
great importance in legislative matters 
and its influence in debunking anti- 
soft drink propaganda. 

The following officers and directors 
were chosen: President C. S. Johnston, 
Coca-Cola Bottling Co., Provo; Vice- 
President, Milton L. Rawson, Canada 
Dry Beverage Co., Salt Lake City; 
Secretary, G. C. Sanborn, Owens-Illi- 
nois Glass Co., Salt Lake City. Direc- 
tors: Roy Larsen, Pepsi-Cola Bottling 
Co., Logan; G. LaMont Richards, Nehi 
Bev. Co., Salt Lake City; R. V. Day, 
Coca-Cola Bottling Co., Ogden; R. H. 
Rust, Old Faithful Beverage Co., Idaho 
Falls; Morris Burtcher, Beehive Bot- 
tling Works, Brigham City; Andrew 
3irrell, Birrell Bottling Co., Salt Lake 
City. 


and 6 at the Hotel Sherman in 
Chicago. 

The two-day meeting was featured 
by the presence of five well-known 
speakers, both from within and with- 
out the industry, and a Panel discus- 
sion which ranged over all of the indus- 
try’s current problems. 

All officers and directors were re- 
elected, and the association also added 
a second vice-president to its roster. 
The officers and Executive Board mem- 
bers chosen by a single ballot cast by 
the secretary are: T. J. McNeil, Presi 
dent (Seven-Up Bottling Co.), Quincy ; 
C. W. Brosch, Jr., Vice-President 
(Coca-Cola Bottling Co.), Springfield ; 
Carl A. Ranft (J. C. Ranft Bottling 
Co.), Granite City; E. F. Wagner, 
Treasurer (Seven-Up Bottling Co.), 
Madison; C. G. Chenoweth, Secretary 
(Dr. Pepper Bottling Co.), Belleville. 
Executive Board members: Don Frank, 
Coca-Cola Bottling Co., Bloomington; 
V. E. Haye, Whistle Bottling Co., 
Peru; Frank J. Horn, Coca-Cola Bot 
tling Co., Macomb; Frank G. Wolf, 
Coca-Cola Bottling Co., Mt. Carmel; 
J. B. Vecchie, Pepsi-Cola Bottling Co., 
Taylorville; W. F. Springer, Jr., Nehi 
Bottling Co., Herrin; R. E. Joyce, 
Seven-Up Bottling Co., Chicago; L. 


Roscoe Sincler, Coca-Cola Bottling Co., 
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; Want to Know How to Offset the 
High Cost of Materials? 


Reduce labor costs, of course. And how, please, might we do that? That's 
simple enough. Bottlers everywhere are stepping up production and thus 
reducing labor costs per case with the amazing new 


1953 MODEL 


ONE -MAN 
RETURN FEED 


Write the Manufacturer 
Burns Bottling Machine Works, Inc., Baltimore 18, Md. 


~ BURNS 


FILLER 
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“Year after year 
our Hires sales 
grow and grow 


—now up 51% over 
195]! 



















































says HENRY A. CROFTS, Manager 


Fresno Beverage Co. 


Fresno, Calif. 


‘We've been bottling Hires 
real old-time root beer since 
1949. And every year sees 
a Steady, yearly sales 
growth that has built up 
our business beyond all 

expectations. 


“‘last year alone we had a 
33Y increase. This year 
we're showing a 30% gain 
over that. First-quarter case 
sales are over 50% ahead 
of our ’5] figures. Hires gets 
bigger and better every 
year... our profits 


certainly prove it.” 


Another of Hires , 
many Success Stories / 
from all over America. /f 
Write today for / 
details on the few 
franchises still 
remaining 





, The Charles 
=/ €. Hires Co. 
206 S. 24th St 
Phila, Pa 








N 0 Ww! Move cases faster and easier 
with really different 


FARQUHAR BLACK VELVET 


+ mor 





ee production, cut costs with 
Farquhar Gravity Conveyors! 
Your choice of wheel or roller type, 
exclusive Black Velvet or Standard 
finish. Feel confident that you have the 
best gravity conveyor on the market! 


_ Roll-Free CONVEYORS 





Conveyors are truly different! Every 
roller, wheel and bearing is treated 
with this satin-like coating to provide 
a lasting seal. These solidly built, yet 
light-weight conveyors are manufac- 
tured in a variety of widths, wheel 





Galesburg; T. B. Grigg, Jr., Coca-Cola 
Bottling Co., Rockford; Morris Git- 
litz; Chicago Bev. Co., Chicago; 
Marion Jacobs, Squirt Bottling Co., 
Chicago; H. T. 
sottling Co., Danville; Timothy P. 
Sheehan, Silver Brook Bev. Co., Chi- 
cago; Harry G. Kipke, Coca-Cola Bot- 
tling Co., Chicago; Tom Lavin, Nehi 


Leverenz, Pepsi-Cola 


Sottling Co., Springfield. 

The Panel discussion was notable 
for the fact that it covered practically 
every subject of discussion in the in- 





phases of the industry and the part 
that the national and state associa- 
tions play to improve conditions; Les 
Falk, general manager, Wisconsin Ice 
and Coal Co., Milwaukee, Jim Dornoff, 
vice-president Pate Oil Co., Milwaukee, 
and Al Herr, president, Herr Advertis- 
ing Co., Milwaukee, combined to stage 
a sales clinic with emphasis on the 
sales presentation. 

John M. Niehaus, Public Relations 
Council for the Coca-Cola Co., dis- 


cussed the important subject of anti- 





DECISION-MAKERS 


BLACK VELVET is the same pene- 


trating treatment that withstands the 


patterns, roller diameters and roller 
spacings. All types of connectors are 


24-hour salt spray test as prescribed by available to meet your particular 


Officers and Board members of the Illinois association, elected at the convention. 
Front row—Robt. Joyce; C. W. Brosch, Jr.; T. J. McNeil; C. G. Chenoweth; E. F. Wagner. 
Standing—T. B. Grigg, Jr.; F. G. Wolf: J. Vecchie: T. Lavin; H. T. Leverenz; Don Frank; 





government specifications for certain 
weapons used under the most severe 
field conditions. 


Farquhar Black Velvet Roll-Free 
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FREE! 


tions ond typical installations. } 
f 


MAIL COUPON FOR YOUR COPY Pu 


needs. Drop us a line if yours is a 
special problem. Farquhar engineers 
are always at your service—no obliga- 


tion, of course: 


“Roll-Free Gravity Conveyor Folder"’ 


showing Roll-Free line, specifica- fF € 


| 
THE OLIVER CORPORATION | 


A. B. FARQUHAR DIVISION 
Conveyor Dept. A-52, York, Pa. 


Please send me my free copy of ‘‘Roll-Free Gravity Conveyor Catalog.’ 


Zone State... 





L. R. Sincler; V. E. Haye. 





dustry today, including such topics as 
driver salesmen and other employee 
problems, prices, deposits, State con- 
trol regulations, taxation and other 
subjects. The price situation in Illinois 
is a very spotty one, with higher 
prices in some portions of the State 
and low prices in the urban areas, 
especially Chicago. 

Among the speakers appearing on 
the program were Thomas F. Mans- 
field, A. B. C. B. Board member, New- 
ark, N. J., who discussed various 


soft drink propaganda, and a look at 
the picture in the nation’s capitol was 
provided by the Hon. Timothy P. Shee- 
han, Congressman from the 11th Illi- 
nois District and president of Silver 
Brook Beverage Co. Dan Burns ot 
Bottling Industry also spoke. 

A pre-convention gathering, the 
President’s luncheon, and the annual 
banquet, with a special program for 
the ladies, comprised the social side 


of the convention. 
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When You Need A 


Bank Loan 


Here are some broad rules and timely pointers to 
follow before approaching your banker. 


FE wronar income is at a_ peak. 
Money in circulation is at an all-time 
high, yet, it is getting harder for the 
average businessman to obtain a loan 
from a bank, and interest rates are 
increasing. This paradox is accounted 
for by the fact that the pace of busi- 
ness due to our wartime economy is 
soaking up more loanable funds than 
ever before. Bank loans to finance the 
record expansion of plant and equip- 
ment have reached such proportions 
that banks have a hard time finding 
money to lend. 

From our field contacts, we find 
that quite a number of bottlers are 
being pinched for working capital, 
and they are contemplating loans. We 
therefore offer some current informa- 
tion that should give the reader per- 
spective on the lending situation 
today. Armed with the right informa- 
tion, he can proceed intelligently if 
he feels the need for a loan. 

You can’t go up to a teller’s cage, 
ask for a loan and walk away with 
the money. This means that the bot- 
tler should anticipate a need for 
funds well in advance. It is wise to 
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THE DIVERSEY CORPORATION 2B f 


1820 Roscoe Street 


“feel out” the banker beforehand. Too 
many bottlers wait until they need 
the money and then have trouble get- 
ting it. Often they don’t get it and 
then they have a difficult time keeping 
“heads up” financially. The bottler 
who keeps close tabs on his operating 
figures, who analyzes his business 
statements monthly, who budgets op- 
eration, is in a better shape to pre- 
determine his need for money than 
the bottler who manages his business 
“in the blind,” so to speak. 


Anticipate Your Needs 


Anticipating the need for business 
funds is one of the things the reader 
should do when he appraises his oper- 
ating figures. We find that many 
overlook this important essential 
Maybe they will have sufficient work- 
ing capital to carry on, but they 
should try to foresee its adequacy 
just the same. It pays to play safe. 
High taxes and high costs are putting 


a tremendous strain on “seed money” 
today so that many businessmen who 
themselves 


could carry financially 
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In Canada: The Diversey Corporation (Canada) Ltd., Port Credit, Ontario 
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POINT-OF-DECISION DISPLAY 



































FRONTIER 


DISPLAY RACKS 





PREPARE NOW FOR YOUR BIG PEAK SEASON. 
LET FRONTIER RACKS MAKE REPEAT SALES 
OF YOUR BOTTLED DRINKS! FRONTIER’S 
DISPLAY QUALITY SELLS MORE EVERYTIME! 





ORDER NOW! 


WRITE FOR OUR CATALOG 















FRONTIER 


~ DALLAS « TEXAS — 





“wp. 0. BOX 7346 





some years ayo are now finding it once a year and ask his credit require- 
ments even though you do not want 
Credit 


changing in these hectic times the 


necessary to borrow funds to continue 
operation a loan requirements are 

It isn’t unusual for a businessman, 
or even a salaried worker to be com sume as other elements of business 
pelled to borrow money to pay his operation, and you should be “up” on 


income tax. Not a wholesome condi the latest information Moreover, 


tion, but it frequently happens and when you file a statement yearly this 
the bottler should take cognizance of vives the banker confidence in your 
this hazard by placing on his agenda business sagacity and it enables him 
the possibility that he may need to to conduct your affairs so that you 
borrow funds at some time and con will meet his requirements in case 
you need a loan 


Then, too, banks differ in their 


template the situation well in advance 
It is good business policy to file 


statements with your banker at least credit requirements so it is important 
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that you know what they are. Be- 
cause another bottler has received a 
loan from his bank under certain 
conditions is no reason to feel that 
you will get a similar loan from your 
bank on the same terms. For ex- 
ample, some banks will lend $3,000 
if your average bank balance is 
$1,000, other banks will lend more, 
maybe up to $5,000, if your business 
statements and character impress 
them. 

An income statement showing that 


you are doing a sizable volume isn’t 


ONE PINT SAVES 


UP TO 480 POUNDS 


OF SUGAR! 


Figure for yourself... 


this important economy in case 
cost! . . . And remember, 
“SWEET-ER" is not a sugar 
substitute, or a sweetening 
agent—it is a sugar fortifier. 





NO SACCHARIN OR OTHER 
PROHIBITED INGREDIENTS USED! 


always a convincing argument that 
your business is moving upward. 
Prices have gone up during the past 
vear so a higher dollar volume may 
mean fewer sales, not more. An 
analysis of the price trend as it is 
reflected in your own sales will tell 
you whether you are really doing 
more business than you did a year 
ayo. Many bottlers stake their all on 
increased volume, and even in days 
when the price level was fairly stable, 
this was not the only yardstick the 


banker used to grant a loan. 
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SWEET-ER will save you substantially in the high cost of sugar. When you 
mix one pint of “SWEET-ER" with cane or beet sugar syrup, you get an 
added sweetness equivalent to almost 5 bags of sugar! 

You can do this, like many bottlers have already found out, without loss 
of production time ... WITHOUT SACRIFICE IN TASTE AND IN QUALITY! 

SWEET-ER is a fully tested* and proven product, now being widely used 
in the food industries with uniform dependable results! 


Only $6.00 a pint... 


Write, wire or ‘phone! 





The Sweet-er Company 


SUBSIDIARY OF PLYMOUTH EXTRACT CO., INC. 
104-19 Roosevelt Avenue, Corona 68, N. Y. 
Phone: NE wton 9-4788 





Hoboke 7, N. i 
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*Sweetening power of SWEET-ER attested (test num- 
ber 46715) dated April 14, 1952 by U. S. Testing Co., Ince., 
Copy upon request. 


Financial Statement Is Key 


The financial statement holds the 
key to the issuance of many bank 
loans. If inventory is unduly large, 
the banker may ask some _ pointed 
questions. In general, banks are criti- 
cal at this time if the borrower is 
overloaded on inventory, because they 
realize that many businessmen are 
hedging on price increases, but the 
American Bankers .Association has 
warned all bankers to turn “thumbs 
down” on borrowers who are too 
heavily inventoried. The government 
is likewise critical, so that the bottler 
should not be too sanguine about get- 
ting funds from a bank if his inven- 
tory is overly high. In the final 
analysis, however, the banker con- 
siders how you pay your bills. If you 
pay them on time, or discount them, 
he is likely to go along with you on 
a loan if you are carrying more in- 
ventory than normally and other fac- 
tors are satisfactory. 

Bankers also check the current 
ratio, which is the current assets com- 
pared to the current liabilities. It is 
widely used to measure credit  sol- 
vency, but many bottlers have an 
erroneous impression that a ratio of 
2 to 1, current assetS to current lia- 
bilities, is satisfactory. This is wrong. 
The ratio varies in different fields. 
In the bottling industry, if the cur- 
rent ratio is 3 to 1, and other balance 
sheet ratios are in good proportion, 
the banker may look with favor on 


a loan. 


Other Chief Considerations 


If the fixed assets equal the net 
worth the banker may say “no” to 
a loan even if you are earning a 
satisfactory profit on a satisfactory 
income or volume. This ratio means 
that you are supplying no working 
capital to the business, that the 
reason you are short on working 
capital is that your entire business 
investment is represented by the fixed 
assets you own, which may be worth 
only 10 cents on the dollar at a forced 
sale, should you be compelled to 
liquidate. The banker thinks of such 
things when granting a loan. Usually 
such a condition has existed for some 
time and the banker, expecting his 
money back in a year, may feel that 


you can’t change the ratio for the 


better quickly enough to return his 
money and you may ask for a re- 
newal of the loan. When the net worth 
of a business is frozen in fixed assets, 
it is hard to un-freeze the ratio. Be 
careful that you do not slide into this 
pit. Watch your balance sheet figures 
periodically to catch such dangerous 
alliances and correct the defects be- 


fore they become chronic. 


If the total debt, current and fixed 
liabilities, exceeds the net worth, you 
won’t get much consideration from 
a banker if you ask for a loan because 
vour creditors own as much or more 
of the business than you do. If they 
crack down, his loan may be_ in 
jeopardy. 

In this field, the ratio of fixed 
assets to total assets should run 
around 20; in other words, 20 per 
cent of the total assets is invested 
in fixed assets. If your balance sheet 
shows a ratio exceeding this figure, 
you may be short of working capital 
and have trouble getting a loan. Too 
much money invested in fixed assets 
doesn’t look good to a banker. Be 
sure you have written off enough 
depreciation. If you haven't’ the 
banker may cut your fixed assets 
down to current value and the ratio 
of fixed assets to total assets may 


then be too low to justify a loan. 
Short-Term Loans Preferable 


For working capital purposes, bor- 
row short-term loans payable in one 
vear or less. It is poor policy to re- 
new a short-term loan continuously 
because a banker may assume that 
you are considering it a long-term 
loan and may ask for payment at a 
renewal date, which may cause finan- 
cial inconvenience. Short-term loans 
are based on character or collateral. 
A bank may charge a lower interest 
rate if you put up collateral. At least, 
you can ask about it. Long-term loans 
average five years and may be used to 
purchase fixed assets, for business ex- 
pansion or other betterment. 


Bank loans secured by a lien on 
new or used operating equipment 
bought by you may run three years 
or longer. Compare the rates given 
by the equipment manufacturers for 
financing a purchase with the cost of 


a bank loan. It may pay to borrow 
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from the bank instead of buying on 
time. 

The “straight” loan or a line of 
credit upon a secured note is the 
traditional form of bank credit. Usu- 
ally it is related closely to the size 
of the “cushion of risk capital’ in- 
vested in the business by the bor- 
rower. In other words, if the bank 
is to risk its funds on a loan basis, 
the borrower must have an adequate 
proportion as an assurance that he 
can and will support the credit. Many 
types of businesses require relatively 
small proprietary investments in rela- 
tion to sales. They have smaller fixed 
asset requirements compared to sales 
volume than other businesses and if 
the ratio is too far out of line, some 
banks may not grant credit in 
amounts sufficient to cover operative 


needs. 


It Pays to “Shop Around” 

Interest rates and types of loans 
vary with the banks. You may save 
money shopping around. A “straight” 
loan, payable in a certain time at 
so much interest per year, is prob- 
ably the least expensive. Banks, how- 
ever, like to sell installment loans 
because they are more profitable. The 
rate varies with the bank; it may 
run to 15 per cent or more. Seems 
high, but it figures that way on an 
installment basis, because the adver 
tised rate may be 6 per cent, but you 
must return the money in monthly 
installments and do not have the use 
of the total loan for the full vear. 

Every businessman, now and then, 
gets tight for money. This is no busi- 
ness sin. The banker realizes this. 
Moreover, he is selling credit and is 
anxious to do business with you if 
vou are a safe risk. The banker will 
not look down his nose at you if you 
ask for a loan. He knows that a busi 
ness man may get short of working 
capital and still be competent. All 
the banker wants from you is a good 
reason for your shortage of “seed 
money,” that the need for funds is 
not due to bad business management 
You should appraise the situation 
in advance, making sure that you 
have handled your operations satis 
factorily, that your net worth is not 
“watered.”” You must give a_plaus- 
ible explanation lor vout need of 


funds 
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Recent 


Deaths 











H. C. Hines 


Harvey C. Hines, president of the 
Harvey C. Hines Company, operators 
of the Coca-Cola Bottling Co., Kin- 
ston, North Carolina, and several 
other companies, died March 4. He 
was 69. 

Mr. Hines was a Coca-Cola bottler 
for 45 years, having entered the soft 
drink business in 1908. His first bot- 
tling operation consisted of limited 
equipment and a horse and wagon. To- 
day, the Kinston Coke plant is one of 
the most modern in the country. 

His sons, Harvey C. Hines, Jr. and 
William Walker Hines, officers of the 
corporation, will conduct the business 


as before. 


Morris Sayre 

Morris Sayre, 69, president of Corn 
Industries Research Foundation, Inc., 
and honorary chairman of Corn Prod- 
ucts Refining Co., died at Zonguldak, 
Turkey, of a heart attack on March 
7th 

Mr. Sayre was in Turkey as a mem 
ber of a group of businessmen dele- 
yated by Harold Stassen of the Mu- 
tual Security Agency to appraise the 
results of American aid. He had ex 
pected to return to the United States 
about the middle of March. 

In his long association with the 
corn-refining industry Mr. Sayre was 
well known to many segments of 
American business. He was president 
for several years of Corn Products 
Refining Co., was a former president 
of the National Association of Manu 


facturers, 


F. Erwin Fusting 

KF. Erwin Fusting, 70, vice-presi 
dent and member of the Board of Di 
rectors of the Crown Cork & Seal 
Company, Inc., died February 24. 

Mr. Fusting was also a member of 
the Board of Directors of the Crown 
Cork International Corporation, a di- 
rector of the Crown Cork & Seal Com 


pany, Ltd., Toronto, Ontario, as well 


as an Officer and Director of the com- 
pany’s several domestic subsidiaries. 


Clyde H. Braun 


Clyde H. Braun, owner of the Nes- 
bitt’s Bottling Co., Davenport, Iowa, 
died February 16. 


Sidney Carlson 


Sidney Carlson, partner in the 
Quinnipiac Spring Water Co., New 
Haven, Connecticut, passed away re- 


cently. 


| <a My 
Bl (Quality 





O. A. Vickrey 
Oldfield A. Vickrey, director of the 
Los Angeles Coca-Cola Bottling Co., 


passed away recently. He was 91. 


Connecticut Considering 
Cup Vendor Tax 


A bill which levys a license fee of 
$20 per vear on soft drink cup vend- 
ing machines is now” before the 
Finance Committee of the Connecti- 
cut State Legislature. The bill also 
provides that the key to the machine 
be left on the vending premises at all 


times. 
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THE Berka COMPANY 


* 4545 OLIVE ST. + ST. LOUIS 8, MO. 


‘Makers of Glooming GOOD FLAVORS” 





Six Nesbiftt's Bottlers La.; Nesbitt’s Bottling Company, 
Get Sales Contest Awards Fresno, Calif.; Nesbitt’s Bottling 

: ; Company of Victoria, Texas; Nes- 

Awards for outstanding sales ‘ 

achievement recently were given to bitt’s Bottling Company, Fayetteville, 
six Nesbitt’s bottlers by the parent Arkansas; Vaara Beverages, Anch- 
Nesbitt Fruit Products, Inc., Vice- orage, Alaska; and the Ringstad Bev- 
President John T. Hunsacker has re- erage Company, Fairbanks, Alaska. 
ported. The winners received gold lov- 
ing cups for gaining first place in 


Soft Drinks Prescribed 
by Home Economist 


Suggestions for keeping patients 


each of their respective population di- 
visions in the Neshitt’s Annual 1952 
Per Capita Sales Contest. The win- 


ners are: cheerful and thereby hastening con- 


Gulf Bottler’s Ine., New Orleans, 


BOTTLERS who start with 
MARBERT 


Cola Concentrate 
end with 


+ : SATISFIED 
CUSTOMERS! 


valescence are given in a recent inter- 
























Prove it yourself. For just one 
dollar we'll send you a full gal- 
lon of bottling syrup.* Use the 


coupon. 


YOU CAN'T BUY BETTER CONCENTRATE 


MarBert Coin 


ONE DOLLAR *Syrup available for trial only to bottlers in U.S. and Canada. MarBert 
TRIAL OFFER Cola and M-P Cherry Cola are regularly sold as a concentrate 


~---- +--+ - HH 








i] 

4 MARBERT PRODUCTS, INC. MarBert Cola ‘e 

i 19 E. Lombard St., Baltimore 2, Md. M-P Cherry Cola [) J 
1 Here's your dollar, send a gallon of bottling syrup of (Check here) | 
B flavor checked and information on prices to: i 
Name : 
| Company I 
I Address I 
L City Zone State ! 


76 








right-looking 
package 









ottle purchase 
program 


emon-lime _ 
fast growing 


label 


\ 

tmost 

VU / advertising 
C \\ co-operation 


\ P.0ri ...low cost Sagi 


WRITE, WIRE or PHONE 


BUBBLE UP Corporation, 39 $.E. 4th St., Rochester, Minn. 
Mfg. Address, 1015 S. Washington St., Peoria, Ill. 
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view in which International News the Far East is now under construc- 
Service quotes Mrs. Marie Doermann, tion in the Paya Lebar District of 
home economics expert at Rutgers Singapore, and scheduled for comple- 
University. In telling readers how to tion early this summer. 
add interest to soft diets, Mrs. Doer- The plant is owned by Mis-Sino Co., 
mann suggests that carbonated bev- Ltd., and will be exclusively devoted 
erages be added to the usual liquids. to the bottling of Mission Orange and 
She suggests, of course, that the other beverages in the Mission line. 
doctor be checked before making rad- The building has a floor space of 20,- 
ical changes in sickroom diets. 354 square feet. The bottling room 

has a large show window fronting on 
Big New Mission Plant Going 
Up In Singapore 


One of the finest bottling plants in wide Ladewig Washer, a Cyclotherm 


the street, and equipment includes a 


complete new Cem bottling line, a 16- 


National Bottlers’ Gazette 
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Boiler, full Hygeia water treating in- 
stallation, including filtration and 
water polishing equipment. The syrup 
room on the second floor will have 
one 500 gallon and two 300 gallon 
Stainless steel mixing tanks. When 
operations begin in June of this year, 
a fleet of eight Mission decorated rack 
trucks and one Mission decorated 
panel truck will serve the City of 


Singapore and outlying areas. 


According to G. A. Rodriguez, Mis- 


sion’s vice president in charge of ex- 
port sales, who was recently in Singa- 
pore, Mis-Sino Co., Ltd., is well 
financed and managed to build an out- 
standing bottling operation. Produc- 
tion and distribution facilities will be 
increased as demand develops. Plans 
for advertising and sales promotion 
have been completed, and the program 
is ready to start as soon as the plant 


is operating. 


BOTTLERSs here is help you've 


always wanted... 





AMAZINGLY 
ACCURATE 


SERVICE brought 
to you by 


‘WESTERN UNION 


To you, as a bottler, Western Union, in cooperation with famed 
National Weather Institute, now offers long and short range, scientif- 
ically-based weather forecasts. Pinpointed to any specific area or 
areas, it includes detailed advance information on all weather factors 
that affect the demand for bottled beverages 


Use this service as your advance guide in sepchasinn hops, 


malt, sugar 


and other materials. Use it to determine sales expectancies and dura- 
tion of major sales seasons. Use it in planning sales promotion and 
distribution channeling by date and location of favoring weather. 
National Weather Institute forecasts are based on proved, scientific 
methods, backed by the Institute’s 15 years of successful experience, 


AMONG THE TYPES OF SERVICE 
AVAILABLE ARE: 


Type A — Short Range — One Week in 
Advance—Twice-weekly forecast by telegraph 
for each day's weather for 7 days in advance; sup 
plemented by special warnings whenever critical 
weather conditions are anticipated 


Type B—Long Range— Three Months in 
Advance — Overall 3-months’ forecast, detailed 
and refined in 2 succeeding monthly supplements. 
Available on the 15th of the month prior to the 
first month under forecast 


Type C—Long Range—Six Months in 
Advance — Overall forecast covering six months, 
with 5 succeeding monthly supplements. Available 
on the 15th of the month prior to the first month 
under forecast 


Western Union's Weather Service includes 
consultation privileges. Its value is obvious. 
Its cost is reasonable. For full information 
ask your ne vorham Western Union office for 


Buckner Equipment Company 


MOVING TO NEW PLANT! 


to provide better facilities for 
rapidly expanding equipment sales 


prices reduced for quick sale! 
10-25% BELOW | 





our usual low 
Washers 
1—MEYER DUMORE, 8 wide, 2 comp., single end 
—$1 075.00 


|I—MICHAEL YUNDT, 24 wide, 6 comp., for 


splits—$4,500.00 

I—MICHAEL YUNDT, 12 wide, 4 comp., double 
end, splits to qts.—$1,750.00 

i—LIQUID UNIVERSAL, 4 wide—$! 500.00 

*i—LIQUID UNIVERSAL, 4 wide—$2,150,00 

1—STURDI-BILT SOAKER, 6 wide, automatic un 
load, 75 to 90 case—$! 500.00 

I—D & L, 6 wide, 120 CPH, automatic unload 
$2,250.00 


Fillers 

1—CEM 28 spout, parts for 3 size bottles 
$3,750.00 

*|—CEM 20 spout, parts for 3 size bottles 
$6,950.00 

1—CEM 1|4 spout, parts for 3 size bottles 
$875.00 

*|—DIXIE, Model F, automatic, one man hookup 
parts for 7 and 12 oz. bottles—$2,200.00 

i—DIXIE, Model C, hand feed—$475.00 

I—DIXIE, Model C, automatic—$675.00 

I—LIQUID 12 spout Red Diamond, parts for 2 
size bottles—$775.00 

*I—LIQUID 12 spout Red Diamond, parts for 2 
size bottles 1,475.00 

I—LIQUID 24 spout Red Diamond, parts for 
splits to quarts—$2,250.00 

I—LIQUID 32 spovt, parts for 2 size bottles 
$1,750.00 

2—CEMCO 40 spout filler & crowners, for 12 o2 
exports and crown top cans (i—1!944—$1 475.00) 
(1—1948—$1 575.00) 


Labelers 

i—O & J, duplex rotary automatic, 150-180 BPM, 
parts for 7 to 12 oz. bottles—$I,275.00 

i—ERMOLD, 10 wide, Model 100, automatic, 200 
BPM, 7 to 12 oz. botties—$!,475.00 

1—WORLD, rotary, automatic, for 12 oz. botties— 
$975.00 

*|—WORLD, rotary, for 12 oz. bottie—$/,275.00 


Write or phone im- 
mediately your specific 
needs. Prompt ship- 


discount prices! mont. 


Items indicated with asterisk are reconditioned 
and guaranteed. Other items are offered as is 
but in full operating condition. 


Carbonators—Saturators 
i—LIQUID "'Lifetime Magic’ 
1000 GPH—$1 750.00 
I—LIQUID, stainless steel, 800 GPH—$! 495.00 
I—LIQUID, stainless steel, 500 GPH—$975.00 
I—LIQUID, stainless steel, 200 GPH—$525.00 
1—CEM, stainless steel, 500 GPH (1949)—$975.00 
iI—LIQUID, dome type, 250 GPH—$275.00 


stainless steel, 


Syrup Filters 

*|—BUCKNER 10" Filter Press, 5 GPM, sanitary 
pump and nickel alloy fittings—$875.00 

*|—BUCKNER 10" Filter Press, 5 GPM, bronze 
pump and fittings—$675.00 

*|—13'' Disc Filter, 3 GPM, pump, motor, fittings 
$375.00 


Water Filters 

*2—20'' McKAY Filters—$515.00 

*|—20'' quartz and |—20'' carbon—$675.00 
*|—24"' quartz and |—24'' carbon—$875.00 
*|—36"' quartz and |—36"' carbon—$I,175.00 
*|—42"' quartz and |—42"' carbon—$1 475.00 

(All Filters newly lined, with new packing, 
valves and connections) 


Stainless Storage and Mixing Tanks 


All sizes available from 60 to 500 gallon capacity, 
used and reconditioned 


Coolers 

*iI—MOJONNIER Carbo-Cooler, 150 GPH (Re- 
conditioned by Mojonnier Bros.)—$!,950.00 

1—FILTRINE Water Cooler, cabinet style, with 
5 H.P. Freon Compressor—$!,575.00 

I—DAY & NIGHT Cooler, cabinet style, with 
7'/, H.P. Freon Compressor—$1,175.00 


All items offered subject to prior sale. 


Partial list only. Hundreds of other items available. 


HERE 1S WHAT OTHER SUBSCRIBERS TO 
WESTERN UNION’S WEATHER SERVICE SAY: 


**... have certainly been accurate to the day 
in all predictions on weather changes.” 


**... We have been very well satisfied with 
your long-range service and definitely 
feel that it has been helpful in our sales 
planning.” 


... A review of your 1952 forecast indicates 
that your predictions were borne out 
with commendable accuracy.” 


PRESENT SUBSCRIBERS INCLUDE : 
American Fruit Growers 

Daniel F. Rice & Co 

Coca-Cola Bottling Co. 
Continental Can Co. 

Food Machinery & Chemical Corp 


Louisiana State Milling Co., Inc 


General Electric Co. 





sete EC TERN UNION 
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BUCKNER EQUIPMENT COMPANY 


Liquid Handling Materials and Equipment 


Dept.NB 2524 S. Wabash Ave: Chicago 16, Ill. 


Phone DAnube 6-1344 





Report Donald Duck and Coke 
Two Best-Known Trade 
Names 


Bottlers of Coca-Cola and Donald 
Duck soft drinks in the U. S. and 
Canada were delighted by the report 
(March 
1953) that surveys reveal Coca-Cola 
and Donald Duck as the world’s two 


in Reader’: Dige ‘t article 


best known trade names 


The Digest, with more circulatior 


than any other periodical, reported 
this information in its digest of a fea- 
ture story that appeared originally in 
the February issue of “Advertising 
Avency Magazine’, prominent trade 
journal for the advertising profession. 
Ine., Chatta- 


parent company 


General Beverages 


nooga, Tennessee, 
for Donald Duck soft drinks, recently 
reported that in less than a year it 
“has granted a number of valuable 


franchises from coast to coast.” 
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and instructive movies. One, “Sam 


ae +. — 
Prices, Deposits, Production Sas a decals ba Oe 


* ° . 2 Owens-Illinois Glass Company to help 
Discussed At Michigan Convention bottlers instruct their plant and pro- 


duction employees on the proper ways 














































7 wo panel discussions featured the Grape, Grand Rapids; and Joe Stowe, of handling bottles, both on the line 
annual convention of the Michigan Coca-Cola, Port Huron. Price range and on the trucks; the color film, “The 
sottlers of Carbonated Beverages at for soft drinks in the State ranges Story of the Crown Cork”, was also 
Detroit, March 2, 3 and 4. As expected, from 80c to a high of $1.40 for splits, shown through the courtesy of the 
the first of these, which covered cur- and deposits are admittedly far from Crown Cork and Seal Company. 
rent problems of the industry, revolved adequate. There appeared to be a The convention was not all business, 
mainly around prices and deposits in vyrowing sentiment towards a much of course. There were several parties, 
all its many ramifications. The second firmer position in the matter of rais- and a big banquet, which was attended 
panel discussion covered plant and pro- ing prices. by 250 people. The Boosters played a 
duction problems, the panel being com Thomas F. Mansfield, Newark, N.J., major part in the entertainment phase 
posed of Miles Nelson, chief of the representing the A. B. C. B., of which of the meeting. 
Enforcement Division for the State he is a member of the Executive 
Department of Ayriculture; William Board, headed the list of speakers. He 
Geyzley, State Chemist; Colton Carr, discussed national association activi HEAD MICHIGAN 
assistant state chemist, and Clifford ties, With emphasis on its public rela ASSOCIATION 
Bracy, staff member of the Enforce tions work. Walter F. Reddy, deputy Top photo—The officers: Wm. 
oer ee pee Young, Vice-President; Donald 
ment Division. commissioner of the Michigan Depart Dossin, secretary: Howard 
Masterminding the other forum ment of Revenue, outlined the State Sprague, President. Bottom 
m= Reahert Duffy. Nehi. Gr: . ; mrt a and photo—The Board of Directors; 
were Robert Duffy, Nehi, Grand Ra revenue and taxation program, ane ent sown. 1. Achtorhell; 
pids; Heimo Mattson, Mattson Bever Dan Burns of Bottling Industry spoke Wm. Young, Don Avriett: 5 
; "TY ard Sprague. Back row—John 
ave, Hancock; Gene Holthaus, 7-Up, to the group on his views of current tellin stg on Dannie: Onl 
guy City; Mort Fiegenson, Fayygo industry developments. Kreger: Wilford Adams; and 


. ‘ = Le d Buckler. 
Beverage, Detroit: Bud Proud, O-So- The delegates saw two constructive eonar uckKler 











What's in my name? 


ILLIONS! 







Speed casing, cut 
labor costs, minimize 
breakage with Amer- 
ican pre-assembled, 
A interlocking partitions. 
fi Volume production 
when you want it. 
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Reader's Digest reports—Surveys reveal 
watt OISnty 


Coca-Cola and Donald Duck as the world's — »eoouctions 












two best known trade names. This definitely 









proves that Donald Duck is the most valu- 







able franchise available to you as a bottler 


today! 
PARTITION CORPORATION 
. . ; . . . ~ 3043 N. 30TH ST. @ UPTOWN 3-5100 @ MILWAUKEE 10, WIS 
W rite, wire, ph one \ O W for / all fra nehise 5 Plants and 3 Sales Offices to Serve You Promptly! 
. . . . . PLANTS 
information for your territory WESTERN: P.O. Box 312 (15th and O Sts.), Merced, Calif. 


HOME OFFICE (3 Plants): Milwaukee 10, Wis. 

EASTERN: Bound Brook, N. J., Bound Brook 9-3100 
SALES OFFICES 

MIDWESTERN: 767-73 Milwaukee Ave., Chicago 22, Ill. 


GENERAL BEVERAGES, INC. EP Syst a abil te SAN FRANCISCO: 2400 Buchanan St., Jordon 7-8224 


LOS ANGELES: 9118 Sunset Bivd., Bradshaw 2-7534, 2-7489 











National Bottlers’ Gazette 


















ALABAMA 

A Liquid Super Kleen 312 washer 
with unscrambler was recently in- 
stalled by the Seven-Up Bottling Co. 
of Mobile. 
ARKANSAS 

A. J. “Gus” 
Mena Coca-Cola Bottling Co., Mena, to 
Wilson who will continue 


Powers has sold the 


Ramon F. 
operation of the business. Mr. Powers 
had owned and operated the local plant 
since 1922. The new owner is the son 
of Forest Wilson, owner and manager 
of the Coca-Cola plant at Nashville, 
Tenn. 
CALIFORNIA 

Seven-Up Bottling Co., Hollywood, 
will sponsor broadcasts of all Holly- 
wood Stars games during 1953. D. K. 
Washburn is president of the opera- 
tion... R. C. Roehrig, of the Enter- 
prise Kist Beverage Co., San Fran- 
cisco, has been featuring a series of 
one-cent sales on Squirt in popular 
food markets and feels that many new 
customers are being developed 
Twin Peaks Distributing Co., San 
Francisco, owned by Rudolph Campo- 
donico, president of Belfast Beverages, 
Inc., bottlers and distributors of car- 
bonated beverages, including Belfast 
Old Fashioned Mug Root Beer, has 
been appointed wholesale distributors 
of Schlitz Beer in the city and county 
. Seven-Up Bot- 


tling Co., San Jose, has started con- 


of San Francisco . 


struction of a new $100,000 bottling 


plant at 7th and Commercial Sts. 
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bottler 
briefs 


Plant manager Joseph N. Ferrera ex- 





pects the new building to be completed 
in June Belfast Beverages, Inc., 
820 Pacific St., San Francisco, has 
been granted a permit for the erection 
of a warehouse at Pacific and Cordelia 
costing $29,500, and contracts have 
been awarded for the work. 

The Dr. Pepper Bottling Co., 799 
Beach St., San Francisco, has won the 
highest efficiency award of the Dr. 
Pepper Co. for having maintained a 
perfect record throughout 1952 in pro- 
ducing the beverage exactly as. set 
forth in the official formula. The in- 












STELEVISI 


99 OTHERS PLACED... 


J. R. Berry, manager of the Mission 
Orange Bottling Company in Kalama- 
zoo, Michigan, poses beside one of the 
hundred Mission sign installations his 
company completed in Kalamazoo and 
surrounding territory last year. Mr. 
Berry is well sold on the, advertising 
value of large metal signs such as this, 
when they are well erected in promi- 
nent locations along main traveled 
streets and highways. He plans to erect 
another hundred Mission signs in the 
same size with dealer privilege panels 
early in 1953. 
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Cool Dwuinks EXTRA-FAST 
Keep them EXTRA-COLOD 


uttti4st. VNARIETEE 





COIN MECHANISMS 
and CHANGERS 


in MANY 
COMBINATIONS 


Easily Converted to 
Meet Price Changes 


Handles All 
Standard Bottles 
6-0z. through 12-o0z 


The COIN VENDOR with 
Stratified, Controlled Cold Air Flow 


Day in and day out, you can serve more drinks through the 
ATLAS VARIETEE Coin Vendor because — extra refrigeration 
capacity and an engineered cold air flow chill the drinks faster, 
making it possible for the Varietee to handle a greater volume 
of really cold drinks, even under the pressure of hot weather 
selling. The seven-channel vending rack design assures the 
customer of always getting the coldest bottle in the box. 

Construction is rust-proofed throughout, and the exterior 
is finished in Du Pont Hi-bake Enamel. A wide choice of 
colors is available. The vending rack holds 105 6-o0z. to 8-oz. 
bottles; pre-cool compartment approximately 60 of the same 
size bottles. Coin mechanisms and changers are available in 
many combinations which may be economically converted 
to other sales units in event of changing prices. 

Our twenty years of cooler and vendor manufacturing ex- 
perience assure you of a product in the Varietee that is engi- 
neered for long and economical service. Send the coupon 
below for complete information and prices now! 


CHOICE of Coin Mechanisms to Fit Your Market 


National Rejectors’ Electrically and Manually Operated 
coin mechanisms are available in eight combinations includ 
ing three changers and a wide range of odd penny sales units 
They offer a selection to fit any market. Changers and coin 
mechanisms are included in National’s nation-wide service 
program. 


Tg 


Three simple 
delivery steps are 
illustrated above 

Customer moves 
selection from any 
one of seven vend 
ing channels, along 
end cross-channe! 
to release gate 
which has been 
freed by operation 
of coin mechanism 

and out at singl 
delivery port 


ATLAS METAL WORKS 


VENDOR DIV., P.O. BOX 5208, DALLAS, TEXAS 


MAIL Please send us complete information and prices of the Atlas 


THIS Varietee Coin Vendor 
COUPON 





edi’ Name 
NOW for 
Complete Faia 
Information [i 
and Prices NB 
City State Ap 
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scribed plaque bears the names of Roy 
Getchel, plant manager, and Roy Get- 
chel Jr., production manager... Work 
is being rushed on the new plant of 
Bireley’s Beverages at Oakland, with 
occupancy scheduled for May. Four 
counties will be served from here, 
these being Alameda, San Francisco, 
Marin and Contra Costa. The business 
is conducted by Herman, Morris, Al 
and Joe Zatkin 
formerly Assistant Sales Manayer of 


. Charles Canopa, 


the Dad’s Root Beer operation in Los 
Angeles, has recently been appointed 
to sales manager and partner... The 
Globe Bottling Co., Los Angeles, owned 
by veteran bottler, Abe Kanner, has 
launched an extensive television ad- 
vertising campaign centered on Creme- 
QO-Coca and Wilshire Club . .. The 
Coca-Cola Bottling Co., Susanville, has 
installed a Jacob House Up-an-Over 
sugar handler and a Kendall mixer... 
Seven-Up Bottling Co., Sacramento 
has installed the following equipment 

a $2-spout Liquid L. P. Filler; a 
Mojonnier Model 172 Carbo-cooler 
with 15-30 HP Wolfe-Linde compres- 


sor, and a 12-wide Heil washer. 





Always Uniform 
When You Use... 


Brilliancy 
Uniformity 
Stability 


For full information write 
our Service Department 


Union Sales Corporation 


Distributor for 


Union Starch & Refining Co. 
COLUMBUS, IND. 


COLORADO 


Pepsi-Cola Bottling Co., Colorado 
Springs, shortly will move into a new 
plant now under construction. The 
new building is expected to be com- 
pleted by the end of this month, ac- 
cording to R. E. Lane, manager. 


FLORIDA 

Sidney J. Reaves is the newly ap- 
pointed general manager of the Miami 
Coca-Cola Bottling Co. Previously he 
was sales manager of the Augusta 
(Ga.) Coca-Cola Bottling Co. ...O-So 
Severayes Company, Palatka, has in- 
stalled a Model G Burns Master Filler 
with One-Man Return Feed. 


ILLINOIS 

Coca-Cola Bottling Co., Harrisburg, 
is bottling Cokes again after a lull in 
production since 1949. Owned and op- 
erated by Ray A. Wolf and his two 
sons, Thomas J. and Frank J., the 
plant is also producing B-1 and a vari- 
ety of flavors. The Wolfs recently 
completed an 80 x 90 foot addition to 
their building for garaye and storage 
purposes and have also installed new 


equipment. 

















Look! New point-of-sale aids—window streamers, posters, decals, eye-catching carton, and 
more . . . PLUS power-packed newspaper ads, radio spot announcements, merchandising 
plans, and other tested and effective promotions that keep KIST sales booming the year ‘round! 


er 
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NEW NUGRAPE PLANT IN MELBOURNE, FLA. 


An attractive new bottling plant has recently been erected on a major highway 
running through Melbourne, Fla., by Roy Eidson, owner of the Melbourne NuGrape 
Bottling Co. Palm trees outlined in brick on the building's front add to the beauty 
of the plant, which was designed for the utmost efficiency. The Melbourne NuGrape 
Bottling Co. bottles NuGrape Soda and Sun Crest orange drink, both manufactured 
by the National Nugrape Company, Atlanta, Ga. 











3 UP AT 7-UP 


Patrick A. Durkin, Byron G. 
Underwood and Joseph D. 
Zizzo, former Service Sales- 
men, have been promoted as 
additional Sales Counsellors 
of the Chicago Seven-Up Bot- 
tling Co., a division of Joyce 
7-Up Bottlers, Inc. President 
Robert E. Joyce says that this 
move is another example of 
the Joyce organization's policy 
of “growing from within”. 





EVERYTHING YOU NEED 


TO CASH IN 
ON 














A top quality product 
plus 


the most powerful 
promotional campaign 
in KIST history makes 
your selling job easier 
and your 


PROFITS BIGGER 
THAN EVER! 


Write for details on the KIST FRANCHISE 
CITRUS PRODUCTS CO., 11 E. Hubbard St., Chicago 1], Ill. 
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IOWA 

New manager of the Des Moines 
Coca-Cola Bottling Co. is Charles J. 
White, who for the last two years was 
sales manager of the Coca-Cola plant 
at Hartford, Conn. White succeeds 
Chase P. Hunter, Jr., 
Mar. 1. 


who resigned 








an’ . 
BIRTHDAY SAMPLING 


Dad's Root Beer bottling operation in 
Clarion, Pa., helped a local supermarket 
celebrate its First Birthday Party by 
launching a special sampling offer. 
Over 1,200 persons were sampled dur- 
ing the 3-day celebration. Pictured are 
Ralph Conte, Dad’s supervisor and 
Harry Swarm, Dad's distributor in the 
territory. 








KANSAS 

The recently incorporated Seken 
Bottling Co., Inc. of Coffeyville has 
been granted a Pepsi-Cola franchise 
and is now constructing a new plant 
building. Incorporators and _ officers 
of the company are Joe C. Allen, pres- 





~~ 
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(5X THE DIVERSEY CORPORATION 


1820 Roscoe Street 


ident; Clement H. Hall, vice president, 
and Damon A. Willbern, secretary- 
treasurer Charles E. Sands has 
bought an interest in the Royal 
Crown Cola Bottling Co. of Coffeyville 
from Mrs. Esther D. Edwards. Mr. 
Sands has taken over active manage- 
ment of the plant. He will be assisted 
in the office by Mrs. Sands. 








BIG WASHER’S COMING 


White Rock Bottling Co., N.Y.C., this 
month will install a new bottling unit 
that will produce 350 bottles per min 
ute. This fully automatic bottling line 
will be installed by the Meyer Dumore 
Manufacturing Co. of Cudahy. Wis. 
William Caveny, Special Sales Engi- 
neer of Meyer Dumore, is shown accept- 
ing the contract from Alfred Morgan, 
President of White Rock, and the sign- 
ing is witnessed by Arno Stipp, White 
Rock's Production Manager. 








MASSACHUSETTS 

The Mohawk Bottling Co., Pittsfield, 
recently built a brick and cement wing, 
adding 13,000 square feet of plant 
space. According to Arthur Rohen- 
stein, General Manager, the new wing 


will be used mainly for loading and 
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in Canada: The Diversey Corporation (Canada) Ltd., Port Credit, Ontario 
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For SPECIAL EVENTS 
BEVERAGE SALES 


With Mobile Trailers, bottle’ beverages 
may be sold in quantity when the ‘product 
is brought to the buyer’. Mobile trailers 
are used at picnics, in amusement parks, on 
street corners during parades .. . wherever 
interior of newest mobile beverage unit. Not 
hamburgers and hot dogs. Small photo, right, 
Lower left photo shows unit offering double s 
sales trailer. 











crowds may gather. Top photo shows 
e large capacity and grill for sale of 
another model with rising awning top. 
ervices of loud speakers and beverage 


Write today for more infor 
mation on increasing bever 
age sales thru use of Mobile 
Trailers. 


CALUMET 
COACH CO. 


11575 So. Wabash Ave. 
Chicago 28, Illinois 








storage. Plant bottles Frostie, Pepsi 
Cola, Squirt and Lemmy Kist Bot 
tling Co., of Fall River, has installed was completed by Nesbitt Bottling Co., 
new automatic filling line, using 
their own artesian spring water lo 
cated in the new 100° cement. block 
addition. Owners Ed and Ted Kocon 


bottle the full Kist flavor line in 7 oz 


2% oz. bottles, and also have the 


“Chocolate Soldier” franchise 
MINNESOTA 

Pipestone severayge 0: Pipestone, 
recently started production and cis 
tribution of Nesbitt’s. William and 


Henry McKeon are co-owners 


MONTANA 


New addition to its plant recently 


Helena. Manager of the firm is Wil 
liam Morieu . Mike Dimick, Jr., 
recently discharged from the army, is 
now assisting his father, Mike Dimick, 
Sr., in the operation of the Nesbitt’s 
plant in Red Lodye 
NEBRASKA 

Pepsi-Cola Bottling Co. of Omaha 
has been granted a Canada Dry fran 
chise 
NEW JERSEY 


A new Dad’s Root Beer plant in 


8] 





Perth Amboy has started bottling and 
distributing Dad’s in Perth Amboy 
and all the shore areas including 
Asbury Park. Besides other modern 
equipment, the plant operates an 18 
spout filler. Two trucks are now in op- 
eration and by summer at least three 
more will be added to cover the area. 
NEW YORK 

The Cott Beverage Corporation of 
New Haven, Conn., has leased a one- 
story factory at 523 Bruckner Boule- 
vard, the Bronx, for distribution pur- 
poses. The building has 18,000 square 
feet of floor space ... James T. Mur- 
ray, president of The New York Coca- 
Cola Bottling Company, Inc., recently 
awarded 25-year service pins and 
wrist watches to Emil Takach and 
Joseph Runfolo, route managers for 
the Buffalo plant. 


NORTH CAROLINA 

Seven-Up Bottling Company, Wash- 
ington, has installed a 28 wide Lade- 
wig washer. 
NORTH DAKOTA 

Seven-Up Bottling Co., Fargo, has 
been granted a Nesbitt’s franchise, 


according to L. V. Reece, plant man- 
ager. Bottling will be done in Fargo 
for the trade area including Fargo- 
Moorhead, Clay County, Minn., and 
six other counties of North Dakota. 


OHIO 


Pepsi-Cola Bottling Co. of Cincin- 











PRODUCTION PRIZE... 


Vernor’'s Ginger Ale Bottling Co. of Erie. 
Pa., recently won an award from the 
parent James Vernor Co. for perfect 
product control. Plant manager Leon 
Keffler, center, gets the award from 
F. J. Metty, right, eastern regional man- 
ager of Vernor’s. Plant owner Rex 
Southworth, left, looks on approvingly. 





SON FOLLOWS DAD 


George Deffenbaugh. owner of the 
Double-Cola Bottling Company of Wea- 
therford, Oklahoma, has been bottling 
and selling Double-Cola for over 15 
years. His son, George Jr., having been 
brought up in the bottling business, is 
now actively taking over the sale and 
merchandising of Double-Cola in the 
Weatherford territory. 











nati, will establish another bottling 
operation at Ripley. The new plant 
will be a one-story structure with 12,- 
000 square feet of floor space ... Elec- 
tion of Henry M. O'Neill as president 
of Joyce Products Co., Columbus, was 
announced recently. O’Neill succeeds 
the late John R. Downey, Sr:, who held 
the post for many years. He has. been 
with the company for 20 years, 15 of 





There s NO GAMBLE 
wth 





“ALWAYS A WINNER” Secace... 


1. Its supreme quality is nationally acclaimed. 








PENN... 


has been servicing the industry 
with Precision-made, brightly 
lithographed CROWN S for 
more than 20 years. 


them as secretary, and most recently 
as executive vice president. Mrs. Rita 
Downey Isaly was named to succeed 
her late father on the company’s board 
of directors. O’Neill and Mrs. Isaly 
also were named president and direc- 
tor, respectively, of eight other bot- 
tling corporations—the Seven-Up Bot- 
tling Co. of Detroit and similarly 
named companies in Cleveland, Toledo, 
Akron, Youngstown, Cincinnati, Day- 


ton, and jackson, O. 


OREGON 

Dad’s Root Beer Bottling Co., of 
Portland, will shortly begin produc- 
tion and distribution of Canada Dry 
products in seven Oregon and Wash- 
ington counties. E. G. Millette is pres- 
ident and general manager of the com- 
pany, which in addition to Dad’s Root 
Beer, also produces Sun Crest... Ver- 
non Igo has purchased the Pepsi-Cola 
Bottling Co., La Grande. This was 
formerly owned by John Noel Jr., who 
is Pepsi-Cola bottler at Pendleton .. . 
Edwin Treharne, owner of the Mission 
Beverage Co., Seaside, recently skip- 
pered a crown gathering contest, the 


CROWNS 


As You Need Them! 








When You Need Them! 





2. Its deliciousness builds immediate consumer acceptance 
into continuous consumer demand. 


3. Its proven perfection, plus a proven promotion program 
brings sustained market domination to the bottler. 


For franchise details write to: 


SUN SPOT COMPANY OF AMERICA 


1500 RIDGELY STREET @ BALTIMORE 30, MARYLAND 








INlustration (reduced) shows proportionate 
appearance of 7 oz. and 10 oz. bottle. 


Need delivery in a hurry? Need special 
decorations? — Stock designs? — Just call. 
We also manufacture metal SCREW CAPS 
from 18mm up to 89mm. 
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Penn Cork & Closures, Ine. 
1155 Manhattan Ave., Brooklyn, W. Y. 


Evergreen 9-4416, 7, 8 and 9 
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TV STAR LENDS A HAND 





Ruth Woods, glamorous hostess of 
Pepsi-Cola’s Short Short Drama TV 
series, tastes the first Pepsi in a four- 
day sampling drive recently conducted 
by the Pepsi-Cola New Brunswick bot- 
tlers in Union, New Jersey's new Grand 
Union Store. 











AWARDS TO DR. PEPPER BOTTLERS 





Top awards for top achievements are 
displayed by executives of the Dr. Pep- 
per Bottling Co., Waco, Tex. Lloyd 
Ashcraft, sales supervisor (left) and 
C. D. Harris, plant manager (center) 
hold the bronze “Perky” plaque which 
marks Waco as the plant with the high- 
est average Dr. Pepper consumption in 
Texas. Bill Graves, sales supervisor 
(right) holds the gold “Perky” trophy, 
also awarded to Waco as the plant with 
the top Dr. Pepper consumption in 
the U. S. 





Hearty congratulations and a laminated 
plaque go to Emmett C. Hallman (left), 
Dr. Pepper bottler of Olney, Tex., for 
producing a top-quality Dr. Pepper dur- 
ing all of 1952. W. W. Clements, vice- 
president and general sales manager 
of the parent company, presents the 
award. 
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MILLER HYDRO 


BOTTLE WASHER 











Best Botthe Washer Anywhere. Wlooks better... UWlasts better... 
Sea It operates better—and above all— it cleans bottles better. Miller 







Hydro Bottle Washers handle all size bottles and are available in 






30 to 300 bottles per minute capacities. Write today for complete 






information on the economical Miller Hydro Bottle Washer. 









EMPTY BOTTLE INSPECTION LIGHT 


TYPE C and CL. A thoroughly tested light that provides maxi- 





mum efliciency in visually inspecting empty bottles, Fits into 






any conveyor line, Easily installed. Equipped with chrome 






plated metal mirror to inspect for chipped neck bottles. 





























FULL BOTTLE 
INSPECTION LIGHT 
rYPE F. The perfect light for full 
bottle inspection. Cut-out shields per- 
mit the use of light strong enough to shine 


clear through the bottle and its contents, yet 
never blinds the operator. 


CASE & CARTON PACKER 
Most profitable and practical advancement since the 
bottle washer. Packs splits and pints—half or full depth 
cases as well as 6 or 12-bottle cases of wood, paper or plastic. 
Compact... up to 340 BPM capacity. 





WRITE FOR FULL INFORMATION 


ABOUT THE NEW MILLER HYDRO CASE CLEANER AND 
MILLER HYDRO DECASER AND UNSCRAMBLER UNIT. 


MILLER HYDRO CO. & 


BAINBRIDGE, GEORGIA, @) U. S. A. 


<<, 
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_. ON THE ORANGE WITH 
FRESH FRUIT TASTE! .. . 


“SUNSATION" (4 oz.) has the kind of fresh fruit flavor 
that will bring your orange sales up and keep it there! 

We say you've never tasted an orange like "SUNSATION” 
and we'll gladly send you a sample to prove it! Write now, 


) = so that you can be set with with the ‘right’ orange this 
# season! .. . Two color crowns and advertising available . . . 


franchise optional. 


ESSENTIAL PRODUCTS CO., Inc. 


1895 NEW YORK, N. Y. 


90 WATER STREET 


Established 





STAINLESS 


THE POPULAR STEEL 


“ SUNSATION” 








main prize being a trip to Pasadena, 
Calif.... Seven-Up Bottling Company, 
Eugene, has installed a Cem combina 
tion syrup and water cooler with 734 
HP Bruener Compressor; Bump 
Pump, and Kol-Flo CO: filter. 


PENNSYLVANIA 

Nehi Bottling Co., Altoona, recently 
completed the installation of a com 
plete Potter & Rayfield water treating 
unit. Firm is owned by Albert L. 
Smith and Paul E. Cummings... Ed- 
die M. Klemmer has been named man- 
ager for Harrisburg Nehi Bottling 
Co... . The Quaker State Coca-Cola 
Bottling Co., Pittsburgh, has named 
managers for the five bottling plants 
recently taken over by the firm, W. B. 
Terry, vice president, has announced. 
Howard W. Arnold, Jr., will manage 
the Pittsburgh plant; T. T. Bachman, 
the McKeesport plant; Edward T. 
Wilcox, the Butler operation, and Jo 
seph R. Cooke, Jr., the Arnold plant. 
toy Wood, vice president of the com- 
pany who has been in charge of the 
Bethlehem, Pa., plant, will remain at 
that plant. 


SOUTH CAROLINA 


Coca-Cola Bottling Co. of Anderson 
has announced completion of a new 
plant addition. Paul Warlich is presi- 
dent of the firm, and C. Kirby Hoover 
is vice president, secretary-treasurer 
and general manager Construc- 
tion has begun on a two-story. brick 
building for occupancy by the Kings- 
tree Pepsi-Cola Bottling Co. It will be 
a branch operation of the Pepsi plant 
at Florence, owned by A. B. Avant. 


TEXAS 

Dr. Pepper Bottling Co., Conroe, is 
now bottling Dr. Pepper exclusively. 
Firm is owned and managed by Jack 
Clarke. . 
Houston Coca-Cola Bottling Co. was 


A 55-day strike against the 


settled last month through an “ami- 
cable agreement” . Dr. Pepper op- 
eration in Taylor has won the highest 
efficiency award from the Dr. Pepper 
parent company in Dallas. An in- 
scribed plaque given to the plant bears 
the name of plant manager Harry 
Pickoff, who also is production man- 


ager. 


UTAH 

The Utah Bottling Works, operated 
at Price by A. B. Poloni, has acquired 
a franchise for the bottling of Hires 
Root Beer. 


VERMONT 

3ecause its major sales item now 
is Frostie Root Beer, Burke Mountain 
Jottling Co., Lyndonville, has changed 
its firm name to Frostie Bottling Co., 
Inc. Company is owned by Dennis 
Stevens and Sydney Nurenburg. Plant 


manager is Russell Wilson. 


VIRGINIA 
Frostie Bottling Co. has been or- 
ganized in Richmond, with maximum 
authorized capital stock of $100,000 
Donald Duck Bottling Plant Ine. 
of Lynchburg, has been organized to 
operate one or more bottling plants... 
A. M. Krebs has been elected vice- 
president and general manager of the 
Roanoke Coca-Cola Bottling Works, 
Inc., by the board of directors. Krebs, 
who has been associated with the 
Roanoke bottling plant since 1941, has 


been general manager for the last sev- 
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for ALL 


CARBONATED BEVERAGES 


PLANTS: LONG ISLAND CITY — LOUISVILLE, KY. 
H. R. LAIST COMPANY 


RIALTO BLDG., SAN FRANCISCO, CALIF. 


WEST COAST: 
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MAXIMUM COLORING STRENGTH | — 


WS GUARANTEED UNIFORMITY \ 
| EASY TO MIX 
é 


eer D. D. WILLIAMSON & CO., Inc. 


5.39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, N Y 
1901 PAYNE STREET, LOUISVILLE, KY 


SANITARY 
AND BRINE 


THOMSEN 


LINE 
FILTERS 
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VALVES 








FITTINGS TUBING 





L. C. THOMSEN & SONS, INC., KENOSHA, WIS. 


Sanitary Equipment. for the Processing Industries 


eral years. The directors also made 
R. J. Kniseley, Jr., assistant manager, 
assistant secretary and manager of the 
plant. The company has other plants 
in Pulaski, Galax and Rocky Mount, 
Va. 


WASHINGTON 

New plant of the Coca-Cola Bottling 
Co., Inc., Spokane, is now in produc- 
tion. Harold T. 
Seven-Up Bottling Com- 


taymond is. plant 
itil <a 
pany, Olympia, has announced instal- 
lation of a Cherry-Burrell cabinet- 
type, instantaneous water cooler with 
5 HP Hussman-Ligonier compressor ; 
a 24” Infilco S & C, and a 20” Infilco 


polisher. 


WISCONSIN 
A new water polisher recently was 
installed by Seven-Up Bottling Co., 


Watertown. 


WYOMING 

The Hires Bottling Co. has been or- 
ganized at Casper to bottle Hires Root 
Beer. Firm is headed by William Ger- 
lach, owner of the local Pepsi-Cola 
Bottling Co. 
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CROWN and CORK CO. 


A’ SUBSIDIARY OF CONTINENTAL CAN COMPANY, INC 











The Right Price— 
Not Higher Deposits 


A veteran supplyman takes issue with 


N.B.G.’s March editorial, and points out 






reasons for reckoning bottle losses in 


. . L 
price adjustment... seit 
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by ALFRED E. SCHWARTZ 


Factory Representative, 
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Glenshaw, Pa. four ye4 ent or its OP sider it av 
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7 insurance for mat sincerely yours» 
HERE is a difference in the views expressed in 


your March editorial—*Rx ... Take Correctly,” 
and those expressed by the writer at the Massachu- 


setts convention panel, an analysis of which may 





tend toward clarification of the controversies sur- 
rounding deposit increases and bottle losses. 

Primarily, we should clarify the question facing 
the industry. It is no longer a choice of a deposit 
increase or a price increase. Regardless of deposits, 
prices must go up because of the many rising costs 
other than containers. So it is question of price 
increase only, or in combination with deposit in 
crease. Wishful thinking dictates that we do both 
Practical economics and good business decree other 
Wise. 


First, a realistic deposit should be 5c¢ per small 


bottle, 10¢ per quart, plus 30c for the box, or a total en 


INFILCO INC. i Tucson, Arizona 


of $1.50. This represents an increased investment 
for the storekeeper of 100° to 150° in containers, 





and it is doubtful whether the dealer ‘ , } ha nor 
) é 1e dealer would handle Plants in Chicago and Joliet, Illinors 


FIELD OFFICES IN 26 PRINCIPAL CITIES 


it without some compensation or gain to himself. 





His initial investment per case, at $1.20 for contents, 
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To make your brand their first choice 
BOTTLERS JUICES 


USE EXCHANGE 


These quality citrus juice bases give your beverages 
the superior natural flavor and fragrance of fresh 


California oranges and lemons. 


That’s because Exchange Bottlers Orange and 
Lemon bases are made by the Sunkist Growers out of 
choice, juicy citrus fruit grown in the world-famous 
Sunkist groves of California. 


Sunkist Growers 


PRODUCTS DEPARTMENT ¢ ONTARIO, CALIF 

400 West Madison Street, Chicago 6, Illinois 

99 Hudson Street, New York 13, N.Y 
318 Cadiz Street, Dallas 2, Texas 


Exchange beverage bases are prepared to the strict- 
est laboratory specifications. This combination of supe- 
rior fruit and exacting preparation gives you greater 
stability, increased uniformity, extended shelf-life and 


fresh, more natural fruit flavor. 


For full information about these popular, money- 


making bases, write any of the offices listed below: 
















ST 
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BOTTLERS 
JUICES 






is $2.70 per case. His resistance to this might 
adversely affect efforts to increase contents prices. 
John Q. Public would probably resist paying out 
8% or 10¢ for contents, plus 5c for deposit, which 
could swing some of his buying power to products 
which are competitive to bottled soft drinks. Support 
from franchise and other bottlers for higher deposits 
would be much less than for price increases, which 
have been difficult enough, as we know from recent 
experience. It would be a hardy bottler, indeed, who 
tried to pioneer a deposit movement without ade- 
quate support from local competitors. 

tedemption of bottles at 5c, which are out in the 
field for a 2c deposit, presents another obstacle that 


-requires the wisdom of a Solomon, despite the 


theories that it can be handled when sales are at the 
low ebb (too late for 1953), and that you are actually 
trading bottles and not money. Whereas boxes can 
be branded to show the new or old deposit, bottles 
cannot. 

Now, let’s apply some homespun New England 
economics to the need for higher deposits and the 
cost of retaining the current ones, in view of the 
increased costs and losses of containers. It would be 
an unlucky bottler, indeed, who lost over 8‘e of his 
bottles during EACH round trip. That’s 2 bottles out 
of each case of 24, an extremely high average, you 
must agree. ... Those two bottles cost llc. Deduct 
ic deposit for the two bottles, leaving 7c. Deduct the 
traditional 4c¢ per case bottle loss that has been 
standard cost figure from time immemorial, and we 
show 3c per case greater loss today than in the good 
old days when bottles came back better and cost 
a lot less. Surprising, isn’t it? 

Now, can we solve the obstacles to a deposit 
increase? And if we can, is it worth it for 3c per 
case? Would it not be logical to figure 3c additional 
cost per case when determining new prices, and 
perhaps another lc for bottle-return promotion? 

We need a concerted effort on the part of the 
industry to make the public bottle-return conscious. 
Your articles in N.B.G. have shown this to be very 
effective. Co-operative occasional newspaper ads, a 
streamer in each store, radio spots, etc., can accom- 
plish stimulated returns at very small cost-per-bot- 
tler. Appeals to Boy Scouts and charitable and 
church organizations to help them build their treas- 
uries by bottle pickup activities is bound to prove 
successful. Billboards, new colorprint and paper 
labels, truck-sides, ete., can be utilized to familiarize 
the American public with the fact that empty bottles 
represent a cash rebate. One of the wisest bottlers 
I know has just instructed me to include on his 
colorprint labels the legend: 

“PLEASE RETURN THIS BOTTLE FOR RE 
FUND.” 

It costs absolutely nothing extra for the bottle 
itself to be a reminder. There are many more ways 
to make the public conscious of bottle-returns, which 


National Bottlers’ Gazette 





————— 











—_ 





_—_ 


must be exploited, before we can decide that a 
deposit increase is a sound answer to the question. 


I must respectfully disagree with your statement 
that a deposit increase is easier to execute than 
a price increase. In that same editorial you state 
that the dealer resents lack of uniformity in carton, 
case and bottle deposits for the variety of brands 
he handles. Our present deposits are fairly uniform. 
Could they become fairly uniform on a higher basis 


during cur lifetime ? 


You state that cost and deposit issues are not 
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ENJOYS SODA || 764 sqyo0® 


Make carbonated beverages part of 
every happy occasion. Keep an ample 
stock always on hand. It’s refreshing, 
invigorating and good for you and the 


children. oh... 08 ye ° 
over the low spat of the ‘ 
dey. ‘ 


Bottled Soft Drinks... Food for Thirst Bottled Soft Drinks... Food for Thirst 





NELP US KEEP THE COST Down 
RETURN EMPTY BOTTLES 


COMECTICNT CARBORATED BEVERAGE SETTLERS 


WELP US KEEP TWE COST DOWN 
RETURN EMPTY BOTTLES 


COMECTICNT CAMBOMATED BEVERAGE BOTTLERS 
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Help 
Relax A 
Hurried 

Tempo 





Now more thas ever the mcressed tenmons of modere 
bving mey hemes feugue A prencripoee acepuble 
to oll @ © generous serving of complete relaxation, bea 
encouraged by enjoyment of « sparkling, sestful woflt | 
ran 








Bottled Soft Drinks — Food for Thirst 





KEEP THE COST OF SODA DOWN 


RETURN the EMPTIES! | 


COMMECTICNT CARBOMATED BEVERAGE ROTTLERS 


WELP US KEEP THE COST DOWN 
RETURN EMPTY BOTTLES 


COMECTICNT CARBOMATED BEVERAGE BUTTLERS 


£44 4-5 grey 

















A consistent, cooperative advertising campaign stressing 
the value of soft drinks and emphasizing the necessity of 
returning empties is currently being sponsored by the 
Connecticut association, among several others. Note the 


reference to “Keeping cost down’. 





interchangeable. They have been for many, many 
years, since small bottles rose above $2.88 per 
gross, or 2c each. They have never been that low 
during my 17 years in the beverage bottle business, 
so that the lost bottle represented a loss factor 


which had to be figured into costs. 
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USE CQz LIQUID OR ICE WITH NO OPERATING COSTS! 


DRY ICE CONVERTERS WILL SAVE UP TO 60% OF CO: USAGE 






ene, 


Dry Ice Converters require no refrigeration or 





other electrical or mechanical aids to opera- 
tion, for either Dry Ice or Liquid CO,. The full 
opening feature makes cleaning and inspection, 
the only maintenance required, easy and quick. 
Former users of cylinder gas report that their 
Full Opening Dry Ice Converters pay for them- 
selves within 12 to 15 months through savings 
on gas and handling. You can reduce your 
operating costs with Dry Ice Converters. Write 
for folder giving complete details. 

ORY ICE 
CONVERTER CORP. 

TULSA. OKLAHOMA 


DRY ICE CONVERTER CORP. 
P. ©. BOX 1652 * TULSA, OKLA. 














... the quality liquid sugar for quality beverages... 
always uniform ... made by a manufacturer with over 
40 years of KNOW-HOW and exacting standards. 


al 





CONSIDER THESE ADVANTAGES: controls batches 
. . decreases labor costs . . . increases production 
. eliminates bag dust, lint, and sugar spillage. 





TANK CARS—TANK WAGONS 


Order direct or through your Sugar Broker. 








THE NULOMOLINE DIVISION 
AMERICAN MOLASSES COMPANY 
120 Wall Street New York 5, N. Y. 


BROOKLYN, N. Y. 
CHICAGO, ILL. 


Plants at 
LOS ANGELES, CAL. 
MONTREAL, CANADA 











A BIG HIT!... 


Everywhere it is 
introduced, our 


CREAM SODA 


concentrate (3 07.) is a big 








favorite with the public, 
old and young alike. 


We'll let you prove this 
for yourself. Write for 
a liberal sample. 


GENERAL FLAVORING EXTRACT CO. 


104 W. Pearl St., Cincinnati 2, Ohio 








momo ems Send for Samples, Today  -me am ams am = 


O. K., send me a liberal sample of CREAM SODA, 3 oz 
NAME 
ADDRESS 


CITY STATE 


lies diss Gnas Gp Gets aut Gua cite eee Game) ge Gene es ee es ee ee ee 
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Frontier Offers Full Case Rack 
for Gas Stations, Drive-ins 


A full case display rack for installation in gas 
stations, roadside stores, and drive-ins is currently 
being offered by the Frontier Manufacturing Co., 
Box 7346, Dallas, Texas. 

With millions of motorists expected to jam the 
nation’s highways this spring and summer, Fron- 
tie that gas and 
drive-ins offer the largest potential for fast, repeat 
sales of soft drinks by the case. Purchasing of case 
merchandise in these outlets, Frontier adds, is addi- 


feels stations, roadside stores, 


tionally convenient and attractive to the consumer 
because the loading of the case into the car is gen- 
erally handled by attendants. 


pene Leal 


om PZEFRESUMEN 7 


9” 
OOO, 


Frontier’s full case rack, No. will hold five 
cases of 6-7 oz. bottles, or four cases of 12 oz. bot- 
tles. Designed for easy loading and unloading, the 
beveraye brand name is prominently labeled on the 
metal display sign at the top of the rack. Steel 
casters allow easy moving of the loaded rack into 
the most preferred selling locations during business 
hours, and also permit easy return of merchandise 


ASTER! oH ANSEN 





~ 


aS 
% IT'S LIVE 










MATERIALS HANDLING 
EXPOSITION 


PHILADELPHIA, MAY 18.22 


— the TACKER it Pays to Use! 


TIME! A sign up with Hansen is a speed-up 
in sign and other point-of-sale tacking and in- 
creased sales. Every Bottler should supply his 
sales, sales promotion men and drivers with Hansen. 
One-hand operation speeds up indoor and outdoor 
tacking. 
STEPS! Self-contained, holding scores of tack-pointed 
staples—easy to refill when empty—Hansen is easily 
portable and goes to the job. No back-tracking for 
refills, as Hansen Vest-Kit keeps staples within easy 
reach. 
MATERIALS! Balanced design, accurate driving, in- 
sures economical, efficient use of 
all materials—without waste. 

36 DIFFERENT MODELS 
80 STAPLE SIZES 


A.L.HANSEN MFG.CO. 


SO56 RAVENSWOOD AVE. CHICAGO 40 ILLINOIS 














Here is 


a totally new concept in 
PRODUCT MOVEMENT... 


GOOF . «+ « 


with lower original 


cost, reduced maintenance safer, 
cheaper movement of products, cases, 

boxes, bundles, sheets, pans, 
straight away but 


applications are limited only b our imagination 
PF y by j 


cartons, 


or around curves, 


If you can’t see our booth at the Material Handling 
Show, better 


write at once for folder — today! 


ALVEY-FERGUSON 


OF CINCINNATI 


<A-F> THE ALVEY-FERGUSON COMPANY 
“Since 1901 — First in the Field of Product Handling Equipment 


Cincinnati 9, Ohio 


‘REQUEST 
BOOKLET 





676 Disney Street 
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to safe storage during closing hours. While on dis- 
play, Frontier notes, the rack constitutes a power- 
ful advertising medium. 


For further details on Full Case Rack No. 355, 


and other display racks, write Frontier Mfg. Co., 
Box 7546, Dallas, Tex. 













Frontier's full case racks (right) and carton racks (left). 





Dodge Lowers Truck Prices 
factory 


*“Job- 


ranging up to $61 in 
Detroit, of 


reductions 
factory, 


Price 


retail prices at Dodge 


Rated” trucks were announced last month by Robert 
Vice 
Dodge Division, Chrysler Corporation. 


“@y- BEVERAGE CASE TRUCK 


C. Somerville, President in charge of Sales, 


WITH 10° RUBBER TIRES 





OnLy Aw 


P Balance we Ry 
MLA THESE / / 
FEATURES =/ 


Light Weight WA a \ 
Durable | 





res a —————_ 
Check these features and i 
you will see why M/W _pueces _/ 
Case Trucks have been amd oe aan) 
WELDEO / 
accepted as the stand- BALL phate 
li A | BEARING = 
a o ottling in- WHEELS ‘ 
rd for the bottling i mes (ook! \ 
‘fe STAIR | 
dustry. (B16! | ie.) 
{tox 2:75 | 
Priced from { RveseR / HANGERS } 
Times / “on 


~ 





817-95 
rhvatlable 
Prom Your Supplier 


Manufactured by 








Noollenbrocké Wilke 


WASHINGTON, MO. 
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Financial, Sales Notes 


Sales in 1952 totalled 
$202,373,467, highest in history, and net earnings 
after taxes amounted to $8,685,259, C. J. Back- 
strand, President, reports. Said Mr. Backstrand: 
“Sales of glass containers and closures continued at 
a Satisfactory level in 1952.” 


A? mstrong Cork Company 


Sales set a new record 
of $476,884,615 in 1952, surpassing 1951 sales by 
5.9. Earnings, after taxes, amounted to $14.387,- 
839 or 3.0° on sales. This compares with $15,210,- 
720, or 3.3°7 on sales in 1951. Of the total sales, 
metal cans accounted for 77.1°7 ; paper, paper con- 
tainers and fibre drums, 11.1°; 
products, 3.5% ; 
products, 8.37. 


Continental Can Company 


; crown caps and cork 
defense work and miscellaneous 
Brockway Glass Company—-On April 1, the com- 
pany paid regular quarterly dividends on its pre- 
ferred (62!2c) and common (40c) stock, according 
to President G. A. Mengle. 

Anchor Hocking Glass Corp.—Net sales in 1952 
were $97,216,762, a new high. This compares with 
net sales of $91,746,115 in 1951. Net income was 
$4,008,041 last year, against $4,341,268 in 1951. 

Thatcher Glass Mfg. Co., Ine.Overall sales in 
1952, including 11 months’ sales of the McKee Divi- 
sion, reached an all-time high of $27,744,109-—up 
29°; from 1951. Net income was $990,575 in 1952, 
against $1,097,365 the previous vear. 

Consolidated earn- 
ings for the year 1952 amounted to $10,282,948, 


Container Corp. of America 
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Through extensive research and 
experimentation, DOMINION now 
offers a greatly improved— 


BROMINATED VEGETABLE OIL 


which is very light in color, with 
accompanying high standards of 
taste and uniformity. 





. 


Your inquiry is invited. 
Samples upon request. 


<g>) DOMINION PRODUCTS Inc. 


Manufacturing Chemists 
10-40 44th DRIVE 


START BOTTLING 


popular sure profit, 
year ‘round beverage 


* oe 
KAYO...the leader '- 
in Chocolate Drinks for 
over 25 years 


CHOCOLATE PRODUCTS CO. 


415 WEST SCOTT STREET, CHICAGO 10, ILLINOIS 





LONG ISLAND CITY 1, N. Y. 


WATER CONDITIONING 








Advertisement 


Headquarters for forty years 
-The Permutit Company 


Bottlers Know the Importance of Conditioned Water, 
Know That Treated Water, Free from Impurities, is an 
Essential Ingredient of Better Beverages 


Water Conditioning Equipment 
Phe Permutit Company manufactures 
1 complete line of Water Conditioning 
I quipment—cngincered and constructed 
to meet individual needs. Designed 
and produced to bottlers’ specifications, 
it’s the most efficient equipment avail 
able. That’s why so many bottlers rely 
on Permutit. New design gives 
maintenance, greater Compactness In 
ternal mechanisms are factorv installed 

clhiminating costly, time-consuming 
on-the-job assembly. Permutit’s Water 
Conditioning team of Compact equip 


Cusicl 


ment is illustrated below. 
3-Zone Precipitator 


Removes impuritics from water 
lowers alkalinity. Can be used for coagu 











3-JONE PRECIPITATOR 


lation alone or for coagulation plus al 
kalinitvy reduction with mo change im 
equip nt 
Neutralite Filter 
Receives water from Precipitator for 
further filtration. Removes all fine floc 
particles delivers clear water to Pur 
fier. Removable head allows casy access 
to mterior 
Carbo-Dur" Purifier 

Removes final traces of taste, odor and 
chlorine. Contains Permutit Carbo-Dur 


a purifier far superior to other activated 


carbons. ‘Tank heads are removabl 


Automatic Zeolite Water Softener 
Remove hardness from water. Soft 


vater as delivered by a Permutit Zcolit 


ACTIVATED 
CARBON 
PURIFIER 


NEUTRALITE 
FILTER 


De-Alkalizer and Taste & Odor Removal Plant 


Water Softener, washes bottles crystal 
clear with less work and less detergent 
As an additional, important dividend, 
Permutit softened water protects boilers 
and bottle washer coils from hard water 
( ik 

Free Analysis 


Let Permutit help you select and apply 
the proper equipment needed for your 
bottling plant. A free analysis of your 
own water supply is supplied on request 
and receipt of sample. Write today to 
The Permutit Company, Dept. NB-4, 
330 W. 42nd St., New York 36, N.Y 


J 
PERMUTIT 


















Automatic Water Softener 
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HERE YOU ARE, 
MR. BOTTLER! 


MORE Than 50% 
of the 
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If vou want more than 50% of the 
highly profitable “grape” market in 


your territory, Grapette will get it! 


Can you think of any other flavor field 
in which one product will get you more 
than 50% of the total available market? 
And do you think of any good reason 
for trailing along with any “me too” 


beverage when you can sell a leader? 


Orangette and Lemonette 
sales in this new 8-oz 
bottle are hard on the 
heels of Grapette 


The Geapelle Compary 


PORATE 


Camden, Srkansad 





The new Grapette bottle triples the 
speed and volume with which a new 
market is captured and dominated. The 
battle for a lion’s share of the business 
is never lost or delayed. 

ISN'T THIS WORTH INVESTIGAT- 
ING? If Grapette is not sold where you 
do business, more than 50% of the grape 


market is waiting on a silver platter. 


If you want it, act now! 


V.5.PaT OFF 


SODA 


TATION Grape FANS 





compared to $12,065,997 for the previous year after 
all charges. Sales for 1952 amounted to $178,408,152 
compared with $212,562,019 for 1951, a decrease of 
16%. The sales decline reflected an actual lower 
volume of business as well as lower selling prices on 
most commodities shipped by the company during 
the year. 





NEW CASE PRINTING MACHINE 


A wood box printing machine that imprints the sides 
of beverage cases with any trade name has been 
developed by Industrial Marketing Equipment Co., 454 
Baltic St., Brooklyn, N. Y. The machine compensates 
for warpage in cases by floating printing heads that 
follow the contour of the cases. Unit pictured was 
designed and built for the Coca-Cola Bottling Co., of 
St. Louis, Mo. 





Permutit Moves West Coast Sales Office 


The Permutit Company, New York 36, N. Y 
manufacturers of ion exchange equipment and ion 
exchange resins for all types of water conditioning 
applications, has announced the removal of its Los 
Angeles, Calif. sales office to a new location at 302-B 
South Brand Blvd., Glendale 4, Calif. 

George A. Swem will continue in the capacity of 
Industrial Sales Engineer, while Household Sales 
will continue under the direction of J. H. Mosher, 
Pacific Coast Regional Manager. 


Tru-Ade Moves To Elgin, Ill. 


Tru-Ade, Inec., has announced the removal of its 
offices, formerly at 20 North Wacker Drive, Chicago 
6, Illinois, to 104 Douglas Avenue, Elgin, Illinois. 
The new headquarters were occupied on March 30. 

This move from the congested Loop area of Chi- 
cago to the more suburban atmosphere of Elgin is 
“in keeping with the current philosophy of many 
leading businesses to decentralize and move from 
the heart to more outlying sections of American 
cities,” the company said. 

The new offices in Elgin occupy the entire top floor 
of one of Elgin’s most attractive commercial build- 
ings. Completely modernized and rebuilt to Tru- 
Ade’s specifications, the new quarters provide more 
than twice the space formerly occupied, plus storage 
and shipping facilities not previously housed in the 
same building. 
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TOWMOTOR ADDS LIGHTS TO EQUIPMENT 





A selection of lighting combinations for all Towmotor 
fork lift trucks is now offered optionally as original 
equipment by Towmotor Corp., Cleveland, Ohio. In- 
creasing outdoor uses of lift trucks and of extra work 
shifts have resulted in more and more requests for 
such equipment. Floodlights, tail-lights and stop-lights 
have been made available in varied arrangements to 
meet individual requirements. 





NEW PEPSI-COLA PICNIC COOLER 


























In cooperation with the Pepsi-Cola Co., S. and S. 
Products, Inc., Lima, Ohio, is producing a new Pepsi- 
Cola picnic cooler. New unit features aluminum wrap- 
per and food tray for lightweight and easy handling. 
as well as stainless steel inside tank which eliminates 
rust and unsanitary conditions. Because of the addi- 
tion of the Pepsi-Cola unit to its regular line of Quikold 
beverage coolers, S. and S. Products is now construct- 
ing additional manufacturing facilities. 


refreshes 











Crown Alarm "Sounds Off” 
When Bottles Are Uncapped 


A new crown alarm now available to the beverage 


industry by Keenline Equipment Corporation, Osh- 
kosh, Wis., eliminates the possibility of uncapped 
bottles. The unit is a simple, yet inexpensive, device 
that sets into the crown chute. 

The moment the crowns stop passing over the 


April. 1953 
























without filling 


PYVE MODERN WOMAN owes a lot to today’s 
| good sense in diet, She eats light, drinks 
light, and keeps her youthful figure longer. 

She looks better, feels better. Men like het 


better. And so does her insurance company. 


For her, today’s Pepsi-Cola is refreshment 
made to order. For Pepsi has kept in step 


with sensible « hanges in modern taste. 


Dry. never too sweet, reduced in 
calories, it goes with all the wholesome wavs 


of living that help make her what she is. 


Enjoy Pepsi-Cola whenever you want 
refreshment—in the familiar economy bottle 
that serves two people, or the new, 


single-drink size, just right for one. 


It’s the modern, the light refreshment 
refreshes without filling. That’s why today 


Pepsi Cola is more popular than ever. 


Pepsi-Cola 
; The ( ight 

: P<ofroslion- 
ay 
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“NO TRAFFIC JAM” 


Users report 


on Oakite-lubricated 
conveyor chains 


When you lubricate conveyor chains with wet-soap 
lubricant, Oakite Composition No. 6, gate pressure 
never becomes excessive. This means that bottles do 
not jam up, collide or break. Furthermore, customers 
report power costs cut 50%... overall conveyor chain 
maintenance reduced 85% ... out-of-service time 
shortened 90%. 








HOW TO APPLY OAKITE LUBRICANT 


Oakite Drip Tank Lubricator*: 
Recommended wherever con- 
tinuous upkeep of lubricant 
solution is required, this de- 
vice lubricates by a controlled 
drip action. 





Oakite Chain Lubricator*: Unit 
available either with single 
outlet for single chain, or with 
double outlet for double chain 
conveyor. 





Oakite Roller Lubricator*: For 
use where water connections 
cannot be installed. Provides 
continuous, uniform lubrica- 
tion bya roller that is revolved 
by the chain. 





Oakite Cascade Lubricator for 
Case Chains*: This sloshes so- 
lution over the chain as it 
passes by and turns roller. Unit 
holds enough solution for 8 


hours operation. 





*Loaned without charge to users of Oakite Composition No.6 
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Helpful booklet gives details. It tells 
how to obtain better lubrication and 
conveyor maintenance at less cost. 
Write for your FREE copy today. 
Oakite Products, Inc., 26A Rector 
Street, New York 6, N. Y. 


OAKITE 


Cleaning & Germicidal Materials 





RESEARCH 
DIVISION 


Technical Service Representatives Located in 
Principal Cities of United States and Canada 





very sensitive detector finger, a loud alarm sounds. 
The operator can immediately shut down the bot- 
tling machine and loosen up the crowns that may 
have become jammed in the hopper. As there are a 
sufficient number of crowned bottles in the line when 
the alarm sounds, not a single crowned bottle need 
pass through the bottling machine. 


Cole Products Announces 
Contest Winners 

Winner of a sales contest conducted by the Cole 
Products Corp., Chicago, manufacturers of cup 
vending equipment, was Howard Whellans, manager 
of Cole Products Canada, Ltd., Toronto, Canada. 
Runners-up were Bill Conley of Milwaukee and W. G. 
Mathews, Tulsa. Cups were awarded at Cole’s sales 
convention, held in Chicago last month in conjunc- 
tion with the company’s premiere of its new “Mag- 
niflo” cup vendor. 





FORD’S NEW PICK-UP TRUCK 





Available with fully automatic Fordomatic transmis- 
sion for the first time, this new 1953 Ford F-100 Series 
of pick-up and panel delivery trucks is said to meet 
nearly 50 per cent of all handling needs. It also is 
available with four other transmissions including auto- 
matic overdrive. The F-100 features an entirely new 
“driverized” cab termed “the roomiest, most comfort- 
able truck cab on the road”. 





CONVEYOR SWITCH SECTION DEVELOPED 


is 





An air-operated switch section, used to dispatch cases 
or packages to any one of several diverting lines, has 
been developed by Alvey Conveyor Mfg. Co., 9289 
Olive St. Rd., St. Louis, Mo. Use of this unique device, 
push-button controlled, is said to save much time, 
space and effort. 





“Circumstances alter cases...” Beverage cases 
are no exception. Their size, shape and construc- 
tion features are determined by the physical charac- 
teristics of individual bottles. 

-"“Custom-made” beverage cases are correctly 
designed to suit your needs, thus reducing break- 


age to a minimum. 


THE GREEN COMPANY nc. 


265 Post Road Darien, Connecticut 
(Plant — Bellows Falls, Vt.) 








Filtered Water Supplied by 


BOWDEN DOUBLE CYLINDER FILTERS 
Assure a Better Bottled Product 











The double cylinder combination illustrated, consists of 
a Quartz Filter which removes suspended matter and 
turbidity, and a Minchar Filter which removes chlorine, 
taste, odor and discoloration. Under certain conditions 
a single Filter Unit is sufficient. 

Hygeia also manufacturers the Lynn Self-Cleaning Stone 
Filter used in many bottling plants. 


Our 53rd Year 


; FILTER COMPANY 


3426 Denton Avenue, Detroit 11, Michigan 
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Fruits... FRUITS... 
FRUITS!... 


... are still the favorite throughout the 
country. And Nifty is still the favorite 
fruit line for bottlers. 


Write for information! 


| Hifty BLACK CHERRY 


1 4 o7. 


Meyercord’s 


Idea Book NAMES IN THE NEWS 


on Point 
of Sale Charles E. Hires Co. 


DE Two major appointments were reported recently 
AL by the Charles E. Hires Co. 


Peter W. Hires has been appointed General Mer- 


— 
ie or sppoin 
SIGNS chandising Manager. He will guide the extensive Neved fruity flavor comes from using 
: . are . . choice fresh berries and other natural 
‘Se promotions initiated nationally by his company, ificial A dost 
} » flavors. No artificial flavor or coloring. 


Yours FREE... write for coordinating all merchandising programs for Com- : 
your copy today... — oe ee oe oe ee ee 


4 ’ 
| As up to date as tomorrow's newspaper .. . that’s Meyercord’s : Nifty BLACK RASPBERRY 


new Decal Sign AD-visor. It's the biggest, most complete book  Eresh ri db whee ke this flavor 

for the field of Point of Sale decal signs that we've ever assem- g vresn ripene erries make S uev 
PP 1 as tangy and popular as the fresh fruit 

a9? | itself. No artificial flavor or coloring. 


§ Tremendous appeal! 


' , 
| Uchty PINEAPPLE 

1-16 
: A fruit-ripened luscious pineapple flavor 
; containing natural fruit juices. Enhanced 
' with natural and artificial flavor and 


t color. Contains B.S. 


PETER W. HIRES, C. DUFFIELD CLARKE Bottled as Nifty — or Under Your Own Name 
CROWNS AND ADVERTISING STRIPS AVAILABLE 


be Se ae co. Po so pany Plants, Franchised Bottlers and the Fountain SALIENT FLAVORING CORP. 
¥ Y ‘ CHICAGO 44, ILL Sales Division. 45 Suffolk Street, New York 2, N. Y. 


C. Duffield Clarke is the new General Sales Man 
ager of Hires Fountain Division. Mr. Clarke, for- 


merly National Accounts Sales Manager, will con- F 
; or the 


solidate the management of Fountain and Equip 


SCHAEFER ment Sales, including those to National Accounts. Best Polished Water 


Pepsi-Cola Co. select the 


NYLONS Robert Doorly has joined Pepsi-Cola Company as Fils 


Grocery Chain Sales Manager. Mr. Doorly was for- 
COMMON SENSE 


merly associated with Good Housekeeping magazine 
WASH MORE in the food and drug merchandising fields of the 
Improved taste and appear- 


Advertising Promotion Department. 
ance of your beverage 


BOTH ES PER BRUSH Prior to 1951, Mr. Doorly was employed by Can 
means increased sales! 


70 CUT L ada Dry Ginger Ale, Ine. 
LE, 
GENUINE DU PONT WHITE OR BLACK NYLON Alew P. (Pat) Beard, the second son of Bryce ’ Capacity for water at 25 








bled... and we want you to have a copy with Meyercord’s com- 
pbliments. The AD-visor is packed with dozens of new uses and 
new ideas for permanent Point of Sale decal signs with hun- 
dreds of illustrations in full color. Across the colorful pages of 


this new book you'll see how the nation’s leading national and 
regional advertisers are using Meyercord Decal Signs to pro- 


mote famous brand names, product reproductions, trademarks 
and sales producing messages. Here are plenty of potent ideas 
on how you may stimulate sales at the dealer level through the 





use of long life. durable, eye catching, easy-to-apply Meyercord 
Decal Signs. Your copy is waiting for you... it's FREE... 


write for it on your company letterhead today! 






































SCHAEFER WOBBLE TYPE BorTie BRUSH oF °F flers Appliances, Inc. 























- doar . , . > & yr pre | 
When you choose Bottle Brushes by performance, you'll find Jeard, well known equipment supplier, recently Ibs. pressure is more than | 
SCHAEFER NYLONS really stand out! You need fewer washer joined his father’s firm, Bottiers Appliances, In¢ 

) PI 300 gal. for the first hour. 
shutdowns, because a Schaefer lasts longer, washes more bottles Mr. Beard was formerly Manager of Radio Station H H 
better. This means maintenance-labor savings, fewer produc nes ar hr Uses inexpensive filter pa- 
tion interruptions, less cost-per-bottle-cleaned. That's because a WSTP in Salisbury, N. C. per or cloth. 
Schaefer is precision-made; bristles gauged, weighed, measured Jottlers Appliances are the international distrib coms 
to exact bottle proportions, for efficient cleaning without choking tors of aut atic aker loading e nt ‘ Other “Filpece vregusts oor 
in the bottle neck or lifting the bottle out of the machine. ore os Ree PO we eee the Beverage Plant: Filter 
It's important to stretch your brush dollars today! You can do factured in Salisbury by the Taylor Manufacturing Presses, Stainless Steel Tanks, 
Transfer Pumps, Conveyors, 




















it on any cleaning job with Schaefer Performance-Proved C ‘ “ir als as recently ;: ted sales 
iar ompany. E irm also W a rece n I mpeete ed ale Portable Agitators, Filter Pa- 
FFER BRI Prove this yourself. representative for rhe ( ream City Boiler Company per, Filter Cloth. Write Today For Details! 
HA SH Write for Catalog of Milwaukee, fabricators of stainless steel tanks, We will be pleased to discuss your Filtration Supply 
and Equipment Problems, without obligation. 


— MILWAUKEE — and prices. and The Automatic Pump & Softener Corporation 


of Rockford, Illinois, manufacturers of Aquamatic P, 

BUY SCHAEFER | SCHAEFER BRUSH water treating equipment. Bottlers Appliances Ine. rat a FILPACO INDUSTRIES 

... IT’S SAFER |MFG. COMPANY will represent these and other firms in North Caro \\ y The FILTER PAPER CO. 
117 W. Walker Street © Milwaukee 4, Wisconsin lina, South Carolina, and Virginia. \\\ / 

DESIGNERS OF BOTTLING PLANT BRUSHES SINCE 1910 Alex Beard will do much of the traveling for the 



























2414 S. Michigan Ave. Chicago 16, Ill. 
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NALF temon 


5 STAR Half Lime and Lemon has that 
fruity zip and tang that pleases and re 
freshes every customer. Make this test . . 
write for nage free sample and you'll 
discover why 5 STAR Half Lime and Lemon 
can mean more profits for you! 





Smet 


A TASTE 
TEMPTER! 


Brough BOTTLERS SUPPLY CO. 


3359 St. Clair Ave., Cleveland 14, O. 





QUININE A real hit every 


where! Send for free 


WATE R samples. 

















firm, and is the third son of Bryce Beard to become 
associated in supply work in the bottling industry. 
His older brother, Bryce P. Beard Jr., is a sales rep- 
resentative for the Crown Cork and Seal Company 
in North Carolina, and his younger brother, John 
H. Beard, is associated with the Taylor Manufactur- 
ing Company. 


Dr. Pepper Co. 

Dr. Pepper Board Chairman J. B. O'Hara, Presi- 
dent L. M. Green, and 13 other directors of the com- 
pany were reelected at the annual meeting of the 
stockholders in Dallas last month. 

Mr. Green reviewed Dr. Pepper’s expansion and 
increased sales in 1952, and pointed out that 90,232,- 





ii’ 


FENLAW, LEHNER, NIX, MARTIN 





704 more bottles of Dr. Pepper were consumed dur- 
ing the year than in 1951. 

Dr. Pepper also recently announced three zone 
manager appointments, and named a new assistant 


Bottle washing problems differ. That's why NIAGARAS 
are “custom-made” . with over 20 years of specialized 
experience in bottle-washing requirements. . . . There's 
a satisfied NIAGARA customer near you! 


© Available in several capacities and sizes. 














“The best piece of bottle washing 
equipment we have ever used.” 
says WILLARD GLAZER 


Pepsi-Cola Bottling Co. 
Fort Worth, Texas 


BOTTLE WASHER 


For newest literature on this mod- 
ern washer write to Archie Lade- 
WILLARD GLAZER wig Co. Waukesha, Wis., U.S.A. 


THE LADEWIG 








Expertly designed and engineered. Can handle any size from 4 oz. 
to 5 gallons. No jets to clog, solution renovator filters solution 
water every few minutes and discharges contamination, Two com- 
partment; makes its own rinse pressure; saves water. Completely 
welded, no castings, no breakage. 


NIAGARA BOTTLE WASHER MFG. co. 


225-27 FIRST STREET 


manager of sales training. The new zone managers 
are: 

Roger Fenlaw, who will cover the state of Okla- 
homa. Fenlaw is experienced in the automatic ven- 
dor placement and merchandising departments of 
Dr. Pepper. 

Jack Lehner, who will be in charge of sales ac- 
tivities in seven northeastern states and the District 
of Columbia. Lehner also is experienced in vendor 
placement and merchandising work. 

Douglas Nix, former assistant in the sales train- 
ing department, whose territory comprises West 
Texas, New Mexico, and Colorado. 

The new assistant manager of sales training is 
Volney B. Martin, a veteran of 15 years in sales and 
personnel instruction. 

W. W. Clements, Dr. Pepper vice president and 
general sales manager, said Martin will assist in 
sales training programs for the company and its 
nearly 400 bottlers. 


Clark Equipment Co. 

Three important appointments were announced 
recently by Clark Equipment Co., materials handling 
manufacturers of Battle Creek, Michigan. 

Dan Stearns, formerly North Central Region Man- 
ager, has been named manager of the newly-organ- 
ized Midwestern Region. 

Assisting him will be Glen R. Johnson, for the past 
six years national account representative working 
out of Clark’s Battle Creek offices. 

Al G. Morrison, who had been manager of Clark’s 





TOLEDO 5, OHIO 


THAT QUICKLY PAYS FOR ITSELF 


than equal to the purchase price of these appliances: 


% Cooler Paint Remover 
% Crown Hopper Control 
* Syrup Pump 


#% Case Painting Machine 
*% Case Printing Machine 
%& Case Rebanding Machine 
% Crown Cleaning Machine 
*% Bung Puller 


Write today for full information on these appliances 





Dependable “Haculer Equipment 


The low initial cost of Fowler bottling equipment plus long 
years of dependable service add up to savings that are more 


% Empty Gas Drum Signal 


675 Pulaski St. Bottlers Appliance Co., Inc, Amer. 62 








Central West Region, has been namd a Dealer, tak- 
ing on the new sales territory which comprises, 
roughly, the Western half of Michigan. Associated 
with him will be Stephen C. Lobdell and Thomas R. 


Zelinsky. The new dealership, to be known as Mor- 
rison Industrial Equipment Co., will have its main 





MORRISON, STEARNS, JOHNSON 





sales and service installation at 3015 S. Division St., 
Grand Rapids, Mich. 

The appointments are in line with a re-arrange- 
ment of distribution control points, which eliminates 
Clark’s North Central and West Central Regions. 


Penrith, Akers Manufacturing Co. 


Mrs. C. W. Akers was elected to the presidency of 
Penrith, Akers Manufacturing Co., Minneapolis, 
Minn., following the retirement of C. B. Gnadinger 
at the end of 1952, the company recently reported. 

Richard W. Dyer, a 16-year veteran with the 


ST ‘AR — 


TRADE MARK REG. Opener 
cnm STATIONARY 
vom, BOTTLE 
OPENERS 








a 
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Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 
NEWPORT NEWS, VA. 
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AArthraft COOLERS 


for efficient WET or DRY operation 
5-Sided refrigeration. 
5-Year Warranty on compressor at no extra cost. 
Saves you $5.00. = = 


j 
‘ 
eee: 
J o 
, 
a 


6-CASE BEV-COOLER 





YS 


” 


6-CASE BEV-FOOD 


Write for literature and prices. 


; ¢ MANUFACTURING CORP. 
E. Kibby St. Lima, Ohio 


Jmerica’s Largest Manufacturer of Private Brand Refrigerators 
“Trademark Reg. U.S. Pat. Off. 








24-CASE BEV-MASTER 











SPECIALTY ENGINEERING CO. 


ZEPHYR BODIES 
ECONOMY TESTED 


Hi-tensile, rust resis- 
tant steels and 500 to 
1000 Ibs. less weight 
offer savings on oper- 
ation, repairs and 
maintenance. 


FREE CATALOG 


Philadelphia 36, 





Torresdale Ave. & neem St. 
a. 


He Lisser 
Presents Its 


Non-Sugar Extract Line For Spring 


} + | L Q 


$10.00 per gallon 


$10.50 per gallon 


We also feature the complete Conron line 
Full line of Soda Water Flavors. Write for Samples & Prices 


° 4 (} 
Ah i Jf s 


Ftceees toners C1. femal 4 thowe 





RICHARD W. DYER, GORDON A. DYER © 





company, continues as Vice President and General 
Manager, the post he has held since 1950 

The firm’s production operations are under the 
Dyer. 


It was further reported that the company Is show- 


supervision of Gordon A 


ing “definitely increasing sales in all territories.” 


Nehi Corporation 


George W. Mayorga has been appointed District 
Sales representative of the Nehi Corp. in Eastern 
Pennsylvania. He replaces Cliff Calhoun who has 


been assigned to the state of Georgia. 





NEW PEPSI DIRECTOR 


Dr. Louis A. Rezzonico 
of Santa Barbara, Calif.. 
long the largest individ- 
ual stockholder of Pep- 
si-Cola Co., has been 
elected to the company's 
Board of Directors, 
President Alfred N. 
Steele has announced. 
Dr. Rezzonico partici- 
pated in_ establishing 
one of the first Pepsi- 
Cola plants on the West 
Coast in Santa Barbara 
in 1936. 





Mills Industries, Inc. 
Mills Industries, 


nounced the appointment of Fred L 


Incorporated, Chicago, has an 
Mills, Jr., as 
Vice President in Charge of Engineering and Waltet 


F. Hermann as Vice President in Charge of Manu 


facturing. Mr. Mills has been associated with the 


company for six and one-half years, serving as Vice 
President in Charge of Manufacturing for the past 
year. Mr 


General Works Manager, serving in that capacity 


Hermann previously held the position ot 
for over one year. Mills Industries manufactures 


beverage coolers and dispensers, ice. cream and 
frozen custard equipment, and other related prod 


ucts 











For over 30 years... FAMOUS FOR 


GINGER ALE 


MONTE CRISTO ----THESCO 


— two favorites with bottlers who want the best! 
A Full Line OF Distinctive Quality Flavors 


THEALL & PILE, INC. 227 reat. Stree 





P & R Bottling Equipment 


Rugged . . . Economical . . . Reasonably Priced 


Deluxe Water Cooling Unit @ Soaker Loader 
Standard Water Cooling Unit @ Conveyor Inspection Light 
Unscrambling Table @ Manual Inspection Light 
Carton Packing Machines @ Activated Carbon Purifier 
High Speed Beverage Mixer @ Sand Filter 
Standard Beverage Mixer @ Syrup Cooler 
Water Conditioning Unit @ Salvage Pump 

@ Stainless Steel Tanks 


EACH PRODUCT IS BACKED BY 26 YEARS' 
EXPERIENCE IN SERVING BOTTLERS 


POTTER & RAYFIELD, Inc. 


P.O. BOX 1042, ATLANTA |, GA. 





WRITE NOW 
FOR DETAILS 

















FROSTIE 
RE-ASSIGNMENT 


Because of the rapid 
growth in the number of 
franchised Frostie bot- 
tlers in the Southeast, 
Milton W. Cooper (who 
formerly covered the en 
tire Southeastern terri- 
tory for the Frostie Com. 
pany). will henceforth 
cover Florida, Georgia, 
Alabama and South 
Carolina only. 








General Box Co. 


J. A. Cragwall, President of the General Box Com 
pany, has announced the election of Emil Holzwart 
as Vice President in charge of production. Holzwart 
joined the company in 1936 and has spent his entire 
business career with that firm 





PERMUTIT PROMOTES 


The Permutit Company, 
New York, N. Y., manu 
facturer of ion exchange 
resins and water condi 
tioning apparatus, has 
promoted Durando Mill 
er, Jr., to the position of 
Assistant Technical 
Manager, reporting di- 
rectly to H. L. Beohner, 
Vice President. Miller 
joined Permutit in 1938. 














MUNDET CROWNS 
for 
THE CROWNING PERFORMANCE 


MUNDET CORK CORPORATION 


7101 Tonnelle Ave. 
North Bergen, N. J. 











New York City 38,N.Y. 
April, 1953 
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CLASSIFIED 


ADVERTISING 


Va 1-1 





FOR SALE. 
nt and six 


! j 
nationally adver 





RATES AND GENERAL ae cdi 
INFORMATION ee SASS 


alf-million 


in word count. A number, or group of 


numbers is considered as one word. 1-1 
@ Orders for classified advertising FOR SALE. 
must be accompanied by payment. Setabliched 25 


@ Those advertisements which do not 
comply with the established headings, 
or which advertise new products or 


equit 
BEVGS 


FOR SALE 


thng business 


@ In answering advertisements, please 
take notice that letters must be sent 
to the box number, initials, name or 


FOR SALE 


‘ 1 hy 
ise per 


will not turn 





address given by advertisers. 





til operating 
is] i] 
FOR SALE 


bottling plant, 


@ Please Note!—The N. B. G. assumes 
no responsibility for condition or de- 


growing 








.R. P., BOA 








Use Berghausen’s 


CARAMEL COLORING 
It’s Safe 


CARAMELS FOR ALL PURPOSES 


Colas - Root Beer+ Other Beverages 
* 





cKS in torTrage ; 


«e Major 
dollars annually; modern equip.; 


ottling plant in Mass. 
franchise, large retail route 
tiled sirup room; with or with 


@ For sale, Exchange and Wanted excellent real es 
Advertisements are available at the te egldlaatatc ent 
following rates: 25 words, $1.50 each . —— 

insertion; 6c for each additional word. gee ee 
Address or box number is not included latest auto. equiy 


out new building 
$10,000 cash required 


vy quarters 


125) 6(Park 


services are not acceptable. The Edi- N. Y. state; kno 
tors reserve the right to change or —— erie ig 
reject any advertisement submitted equipment, Burn 
for these columns. lg Bla tr nl 
mu ew; write 


northeastern Indian: 


industrial 


proht with 


liate a 


scription of items listed in this section. ritories ; $1.00 

All information is furnished by the es siiiaiens dams 
. ‘ ibihities; imn 

advertisers. worth much mo 


FOR SALE 


Business Opportunities, Bottling Establishments 


FOR SALE nall 7-Up plant serving north 
ern Shenandoah Valley, Va.; assets and equip. 1 
4-1 condition—-7 BOTT. CO., Front Roya 


mplete bottling plant equip 


franchise 
drink included ; 600,00) popu 


20.500 R. J.. BOX 7s7 


Large bottling plant in New Eng 


ranchised drinks; doing over 
price and tern reasonable; 
ply te R. C., BOX Ti9 


north of 


9.000 sa. ft.; minimum ot 
write R. D., BOX 780 


omplete beverage bottling plant 


» roon and bath upstairs; 
building, land 
MARTIN’S 
Ne = $,.-2 


and include 
y; $12,500 
St., Altamont 


Profitable, well-established bot 
real buy; located in south central 


ywn for 25 yrs. as bottler of finest 

; has popular full line of flavor 
32-0z. bottle color applied; 
model G auto., Cem carbonator 
fine opportunity to expand 


be purchased with or without 


W., BOX 772.—3.-2 


Well-established bottling plant 


; fully equipped to bottle 200 
for 16 yrs. 1s seriously ill 


iny reasonable offer; plant 
opportunity R. E., BOX 

Large complete modern 7-Uy 
east, in one ot the fastest 

ort beach, and farming ter 
market; over 350,000 population 


unlimited future 


e; not a low price but 


thar am askKInNgZ ; repiy to 


i.-1 


FOR SALE 


Machinery, Apparatus, Materials, 


FOR SALE.—®5 si} 


‘ juid make, 


$75; 3 Shields filer wit! 
1 Shields fille th mot 
Ble ng cart 350-gal 
in Blessing carb., 250-gal 
eater iker $20 ; 


t with motor, $200 € 


i 1 baby qu 
oaker, $300.—M. S. KOPPERMAN, 106 
4.-1 


Rd., Cleveland, Ot 


FOR SALE.—Complete JABS Infiles 


Water treating pliant, uv 


imps and fittings; al 





“4 inch sand and gravel and 20 inch 
36 inch sand and grave heote 
1448 $4,000) any reas bl 


hanyed to a large 


FOR SALE.— Dixie C N 2921, ser 


SSZUSS ; 


Liquid Magic carbonator, No 


ocKet halt-deptl Case tor 12-0z 


We ea all f.o.t Da 


FOR SALE.—World auto. labeler 


dition, all new attachments for Canad 


nd 28-oz. and new 
package plu ver 200) spare 
CANADA DRY Bé 
S15 Central Ave Alban 


FOR SALE 12 wide i mpart! 


1 Meyer D G wasne plit 

N Im operatior it 1 ict he n 

iy will accept able 
BOX 771 3.-2 

FOR SALE.—Dixie model ¢ 
Ir iker; CCS aut feed; I 
onator: World labeler ind 
f.o.t Lake City, Minr K 


Cit Minr 4-1 
FOR SALE , 2) 


4 


WHITTLE & MUTCH, INC., 176: 
St Philadely 21 33 a l 


I } 





250 gpl 
luding all 
is} 


#3 Infilco paper p: 


asonable offer; 
( r unit CANADA DR 
CO. OF TRENTON, 2100 E. State S Trenton, 
NY 2 


1709577 ; 


Dixie $500: carbonator 
1 City. Nebr 


I r 
TI Cr. <a 
ny, N. Y de 


R. SMI 


her  500-gal per t 
18O W. Yor 


FOR SALE.—Equiy 


bargains; 16-wide Meyer 





5-compartment qt. bottle washer, also 8-wide 
4-wide Meyer bottle washer splits to qts., World 
Boxes rotary auto. labeler for qts., Ermold 6-and 8-wide 


labelers, Standard Knapp case _packer tor all size 
bottles; inspection invited; please make ofters, 





5 ca we must move this equip.; hone Soulevard 
rere 2-$810.—J. S. HERIG & CO., 1039 Parkside 
$150 ea. ; Drive, Lakewood, Ohi 
SaStial a jun 
el P FOR SALE. -- Complete line replacement 
$150; 1 parts for Shields filling machines; also rebuilt one 
rbona ind two-head hand-feed machines and one-head 
3-wide utomat M. E. WATKINS, 1210 Prospect 
84 Cedar St Castle Shannon, Pittsburgh 34, Pa 4.6 


FOR SALE. Auto. Shields 50 cpl Reeves 
drive, $125; Carbonic regulator and 2-drum hook 
ip, $18; case mixer, adjustable, $25; 50-gal. crock 
aT; bottom drain and faucet, $30; carbonator tester 





rodarco ,; inserts in cap, $10; 3 hp motor Westinghouse 
cost in | $6): will sell everything $210.—JAMES LAMB, 
e have Cassopolis, Mich.—4.-1 

Y BOT- | nein ade Mansnihi dl 


FOR SALE. Surplus Richardson root beer 
ACL bottles and cases; 3,000 cases 7-0z., 500 cases 
26-0z. and 2,000 cases % gal. @ T5c per case, 


bottles and case; also 5,000 full-depth cases tor 

1, HM) six split bottles, I. D. 814” x 98%” x 138%” @ 25c ea.; 

cases | 1,000 Richardson root beer half-depth shells for 

$100; cases 7-oz. bottles @ 80c ea.; 500 half-depth 4% gal 

LAl-gr cases @ Bic ea ill above items f.o.b. our plant 

REID, IMPERIAL BEV. CO., 234 Orchard St., 
Rochester 6, N. Y.—4.-1 


nt con FOR SALE. Complete 40-spout Liquid line 


12-02 including 4-12 Meyer washer, crowner, Mojonnier 


il flavor } 


carbo cooler and self-contained refrigeration unit 


e $1,650 l2-head Cem mixer; running daily; installing 
LBANY irger equip.; available soon GOLDEN AGE 
BEV. CO., INC., 600 E. Exchange St., Akron 6 

Cohn 4.-t! 

louble 

machine FOR SALE.—Complete line; 12-spout Red Dia- 
thin 60 mond, D&L hydro washer, McKa dealkalizer 
ie carbon filter quartz filter, iper chlorinator 


iniste £4.000,-nCAN 


Liquid carbonator; price com] $ 
ADA DRY BOTTLING CO., 325 First Ave., 
Dumore S. E. Rochester, Minn.—4.-1 
$1,600 FOR SALE.—20 HP compressor_and motor; 50 
Lake ft. stainless steel conveyor chain; 75 3x4 skids and 
Barrett Cravens 1 ton Iift CANADA DRY 
BOTTLING CO., 325 First Ave., S. E., Roches 
pints, ter, Minn 1.-1 
- Inte 


New Mills 45-47B-47N 6c con 
version Kits. COCA-COLA BOTT, CO. 01 
DELTA COUNTY, Escanaba, Miu $.-1 


FOR SALE 














7™°F BERGHAUSEN CHEMICAL co. 


4538 W. MITCHELL AVE. 
CINCINNATI 32 ¢ OHIO 
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Specify 


BETTER APPEARANCE . . 


Gaco Tufbilt 


Beverage Cases 


. a difference you can see 


... is a part of every Gaco Tufbilt Beverage Case. 
Gideon's new Gaco paint process thins paint with 
heat rather than chemical thinner. This gives Your 


Gaco Case a completely 


solid finish for improved 


luster, durability. Send us your order today . . . see 


why Gaco Tufbilt Cases 


Standard 
replacement parts. 


LOOK BETTER 
LAST LONGER 


GIDEON - ANDERSON 


CIDEON 


MISSOURI 


















Some of the outstanding 
features of the PRIESAND 
stainless steel tank: 

@ Built to A.S.M.E. Code 
U-69 specifications. 

@ Safer — Safety valve 
built into the head. 

@ Lightweight—single wall 
construction, eliminates use 
of lining. 

@ Durable—built to outlast 
any tank on the market. 

@ Attractive — polished 
clean to stay clean. 


Liberal trade-in allowance on your present old, tin 
lined tanks toward the purchase of these new stain- 
less steel tanks. ORDERS FILLED WITHIN 3 WEEKS 


Priesand Bros., Ic. "curtis ane 


Cleveland, Ohio 
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SPECIAL f CLASSIFIED CLASSIFIED ff 
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FOR SALE.--One 195% Cem 44) spout; being FOR SALE 32-spout Liquid low-pressure : 
ised danly itting in larger equiy GOLDE. iruper ang lle 0 > 0 G E DY 0 
— BEN ’ CO IN re ne | Ix il oy 's wl ( te. fl 's BP gy Baty ony Kleen 4 Bs B00 ET R A N W 
4 = Kron ©, Ohio gph Liquid Life Time carbonator; World rotary 
BOTTLERS : ee , : iutomatic labeler; ney rotety accumulating t ihe: FOR PEAK-PRODUCTION! one we 
‘ TRADING POST 4 FOR SALE Meyer Dumore S-wide louble 2 100 gal tainless steel tanks; 10 dise Star Liq 
7 4 end, qts., spit pt o-compartment washer; 2 uid strup filter; would like to sell all, but any e 2 
Is fillers, 7 Shields carhonator; 1 D&T. | reasonable offer ‘for all or part will not be refused Need machinery? These units 


80-120 r washer: all in good condition will sell 
reasonable a eed space NEW YORK BOTTI r | 

S P E CG | A L WRKS., 1010-1014 N. State St., Syracuse, N.Y FOR SALE.—5-wide Liquid Universal soaker; are completely overnamed 

11 2-spout Red Diamond filler; 250 gph Red Dia and ready to help you obtain 


nd carb 5 hy tk compressor with stainle 


P. T.. BOX 740,-12.- 
























8-Wide NuWay Heil Washer—Like New FOR SALE. Approx. 70 gr. 24 omy ! — i jer; all equip. but me co une, me m new maximum production when you 
reer ttles, have name in gla ut not A¢ n 1947, used only 2 yr | 3 73h 
—Priced low for immediate accep- 1.100 gr. private brand crowns; make offer 12. -tf need if most! 
+ - MINNEHAHA WATER CO ew oP pect 
ence. \ve., Cleveland 15, O1 1-1 FOR SALE.— Cem 40 model B filler and crown 
er, good condition, available in| Mar 55; also 


10-ton Kol-Flo Cooler, in excellent con- FOR SALE.--2,100 cases 3-07. ACL. bottle | $00 gph CCS. stainle teel saturator, available : 
ae ipprox re white and % emerald green: asking now.—P. P., BOX 736.—12.-tf 
dition. Goc per case PARKWAY BOTT. CO., 1614 
“ . . ‘ kamaxon St Philadel; 1 2h. Pa 1.-1 FOR SALE G-wide Heil 1041 oaker; any 
Phone or Wire us for inspection. reasonable offer’ accepted; must make room avail 





FOR SALE.--Cem 40 Model B, excellent cor ible r. oh, Bar wee 12.-tf 
thor WW5C Meyer Dumore quart double-er 
| A | D RA Oo N good nditior ther equipment rie FOR SALE. 2252 cases of new Lemonette 
| have delivery; wntelor Tuhone, FIRSTENMEIG | bottles, packed 30 bottles to the case in Grapettr @ CEM 20 filler—3 sets of stars 
BOTTLE & SUPPLY co.. INC. x st , ni2, 3 \ original containers; 2400 cases of new Orangette © PERMUTIT 750 gph water treating 
: bottles, packed 30 bottles to the case in Grapette 
7615 Third Ave., Brooklyn 9, N. Y. FOR SALE.—1 left ha Model B. Mill wooden cases; make offer—MR. DAREL F system 
is 1] 1 Case md cat t icket! ] iutomat« SIMON, 104 Main St First National Bank Bldg P ry ! 1 " 
Beachview 8-3450 be, clin ah as Ua ee ie dei eck Oshkosh, Wisc._7.TF MOJONNIER 31/2 x 32 carbo-cooler 
SVOOO.0) TF OLB. Savannal (, rea ntor « inige 
a (tir . large unit that. re lire if peed FOR SALE Cem 20 iruper-filler-crowner ; ° MEYER DUMORE 8w2cQ bottle washer 
packer to take care of additional capacity ; pack plits to ats; excellent condition; immediate de © 10.5 HP LIQUID RED DIAMOND water 


cooling system 
© CEM 250 & 500 gph stainless saturators 
@ CEM 28 spout filler—2 sets of stars 
ge teks eee spout Liquid filler; seris 3 re Pcceanas | gone ea chapige: Bh rane a © LIQUID RED DIAMOND 15 head tumbler 
fOr ING. 600 E. be lace kia ® WORLD ROTARY auto, labeler, all sizes 
FOR SALE. 200 tandard Orange Cr 


We Will Buy (And Sell) At Any Point | ($2.50 per grai a x 5 ‘er Oran o— rr — — ——— © DIXIE model "'F" auto. filler & crowner 


ald i Low oO 
Any Quantity of Emptied 10-Gallon Grapette, ‘oz. ACL Mission Orange bottles, $2.4) pe caronat« head Liquid, pint” mixe ® HORMAN 10 disc syrup filter with sani- 
pane gy ge = sng aged fe CORE P Ob BOE 6 El ee PRODUCTS $2.00 thoroughly overhatiled. — KE 1-COLA tary pump & motor 
so Wooden Kegs, Barrels an », Ind.—1.-t 
Drums. ’ FOR SALE. 20 spout Cem fill ; ee 


BUCKEYE COOPERAGE CO, RE | UT a 


3803 Orange Ave. Cleveland 15, Ohio = (01.A BOTT. CO, Lagrange. Ga. 41 7 King St, ( nS. 


- | ot re Toate germipment 528 spout i pant ha | e W hs | a Es ml For Immediate Delivery 


FOR SALE.—Model B Dixie, serial No. 361; 
riced low f | 


SAVANNAH COCA-COLA BOTTLIN¢ co t | immediate ale; torage space 
’ imma Ga 41.-3 neede Pr. G. BOA Tap 11 


> 














teel tank wit cover e agitator at ibeler 10 . t | 
(ie }. Meyer single-compartment S- bottle Ke 2 Jur ‘ ver 1 4-1 Fh: , 
t-qt Me Dur ! It ] was! Meye A GOLD! teh BEY CORD 
wide of continous steel conveyor chain ff FOR SALE. Bottling equipment; Cem 20 unit © 40 spout LIQUID LOW PRESSURE filler 4 
ad er ft At mulating table Bottle I p. Co A Cie 1 Me Mik ‘ ' lel 40 
Gibt uper ttle mixer and plete t tt ' ete; Crow @12w4c MEYER DUMORE double end 1 
j Cart ie ( ry YW ore irhbo tor witl ( & ‘ "> ¢ (C's er. f . 
Charles S JACOBOWITZ @. 114 HIP motor and Liquid Carbonic water « a Risegr Darheg- , washer , 
3071 MAIN STREET BUFFALO 14,N. 7. AMHERST 2100 gh teyent eee, f actihg f . aa a : lich] Pig ply YEA aR de ln eda LOW! @ LIQUID UNIVERSAL washer—LIQUID 12 J} 
nted on metal ; mplete us ee, Freon — nd 10 HP. mo rete spout-carb., new 1947 i 
EQUIPMENT the pl ce sag og A ag dw A ign R-D DH 2% Pas See © 500 & 1000 gph LIQUID stainless i 
wade’ : ible Ar 1 1952 , ( carbonators 
WwW M4 tat Ma | t t , | 
ANTED ROT ‘y M n, | NVI iP I Co. 75 My © CEM 24 spout auto. filler, guaranteed j 
I mead te Tiered oft ant ' 50) { ‘) th ’ té \ | ! ; 
3 ses Co. 100 uy © 2-36"" BOWDEN water filters & paper i 
_ FOR SALE. 150) case -commarenent : ' + 10 polisher , 
. ion, 1 14 He a pie ( ( , . Rio REEK 6b @ CEM 12 head bottle mixer | 
Meck GPR vB | pi © 6 wide HEIL 1941 automatic washer , 
/ ind ited Tuat H 
it ! . 47 ! | i 
A 5 i ADT 0 ft iy rat) There's more in our plant... . § 
p M Tell us what you need... . Write, 
, an Ges EVI ' rm €O 4 wire or ‘phone 7 
t im) er 11 7098 ed ‘ 
ge ee RE WETS | Serra IRSTENBERG 
‘ \ | ( () it 
FOR SALE . B40. CO. 40 ‘ ' 
mit tee ade te eke ie | si BOTTLERS’ EQUIPMENT CO. INC. 


at ae alee eee x bn Ph age IR ger 301-307 Powell St., Brooklyn 12, New York 


S. ; . rifice CANADA DRY BO r co ’ é IMIUER \ i | \ . 
crning American Tadustry for over 30 Years : vl Conn —4 CO. 2h O , i In business for over 60 years. 





March, 


1953 
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LM), 


APM IL AAAS S\N ww 
FOR BOTTLING EQUIPMENT 


REBUILT AND GUARANTEED 
WRITE - PHONE - WIRE 


BOTTLERS SERVICE CORPORATION 
43-77 Vernon Bivd., Long Island City 1, N. Y. 
RAvenswood 9-3173 








FOR SALE 


25,000 full-depth 24°12 oz. cases, Pepsi 

type, excellent condition, 100,000 24 12 

oz. partitions. 

AIDMON BOTTLE & SUPPLY CO., INC. 

7615 Third Ave. Brooklyn 9, N. Y. 
BEachview 8-3450 

















It’s New! It’s Improved! 
A-1 COLA BASE CONCENTRATE 


“The Cola of Superior Flavor” 


write for free sample to 


CLOISTER LABORATORIES, INC. 
325 W. Huron St. Chicago 10, Ill. 








FOR SALE 


150M—12 oz. Partitions. $45.00 per M delivered ra- 
dius 700 miles of Buffalo, N. Y. Lots of 2500 or more. 
7000 7 oz. Shells, O.S. dimensions 10'2'' x 16'4"' x 
7¥%"" hi. WANTED: 12 oz. Spur botties, in full depth 
cases. 


BISON BOTTLE COMPANY, INC. 
28 WASSON ST. BUFFALO 10, N. Y. 








BETTER REPAIRS WITH THIS 


BEVERAGE CASE NAIL! 


@1'2” LONG — 12 GAUGE WIRE 

@ OVAL HEAD—BARBED BODY from head 
to center. 

@ CEMENT COATED (Cement coating adds 
to holding power and provides addi- 
tional protection against corrosion.) 

@ Will not break if bent 

© PACKED IN 100 POUND KEGS... PRICED 
AT 17c PER POUND F.O.B. PHILA., PA. 

Order your supply today. Sample upon request. 


S. ERVIN DIEHL, JR. 





1300 N. FRONT ST. PHILA. 22, PA. 
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4000 cases 1/2-gal. Amber steinies packed 6 in wood 
case. 

175 cases syphon bottles packed 6 each wood case 
with heads. 

75 cases syphon bottles packed 6 each wood case 
without heads. 

10,000 cases Flint 12-0z. export shape beer bottles 
packed 2 doz. paper cases. 

1250 gr. 61/2-0z. Emerald Green beverage bottles, 
initial on shoulder, packed in paper crate service 
cartons. 

3000 cases Grapette bottles. 

3000 coses Orangette bottles. 

4000 cases Lemonette bottles. 


SIGNER BOTTLE SUPPLY COMPANY 
Wilstach & Dalton Ave. Cincinnati 14, Ohio 
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WANTED TO BUY 
Bottling Outfits, Bottles, Boxes, Machinery, Materials 
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How To Beat Rising Bottle Costs 
. . » Use Our Specials For 
Non-Returnable Sales 


- THIS MONTH'S SPECIAL - 
50,000 cartons 24 /12 oz. new flint non-return- 
able beer bottles. 
20,000 cartons 36/8 oz. plain emerald green. 
20,000 cartons 24,8 oz. emerald green sodas. 
5,000 gr. 7 oz. ACL Spur bottles. 
200,000 new 12 oz. partitions at a bargain 
price. 
Numerous other 
empty case. 
It will be well worth your while to check 
with us before you do your purchasing. 


1. Baskowitz Bottle Company, Inc. 
1301 Grand St. Brooklyn 11, N. Y. 


lots of soda bottles and 











HELP WANTED 
Foremen Helpers, Practical Bottlers, Salesmen 
HELP WANTED. Flavor chemist, able to 


formulate something exceptionally fine in a fruit 
base orange, from beginning to end; must under 


stand all angies of the business; this is a small 
iggressive compauy; will share on a bonus ar 
rangement plus a moderate salary—N. V., Box 
obs bee 1-1 

HELP WANTED. A reliable manufacturer 
elling nationally to the bottlers and beverage 


manufacturers, for many years, is desirous of add- 
ing a few men in valuable and productive open 
territories; these men should know the industry 
ind possibly have another line which they are now 
elling to this trade; if you are in a position to 
extensively cover your territory with an outstanding 
ine—already established and well known, here is 
in unusual opportunity to substantially increase 
your earnings; write fully, stating experience, 
lines handled and territory covered; all replies con 
fidential—O Box 603 6-tf 
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WORK WANTED 
Situations — Salesmen, Bottlers, Foremen, Helpers 
POSITION WANTED 
r ) ROX ~G0 


Ww te () 


POSITION WANTED 


FOR SALE 
700 gross, 8 oz. Tall Flint Sodas, New 
300 gross, 7!/p oz. Tall Flint Sodas, New 
30,000 cases, 12 oz. Emerald Green Ales, 
Balantine style 
10,000 cases, 12 oz. Export Shells, paper parti- 
tions, 24 ea. 
10,000 cases, 12 oz. Steinie Shells, paper parti- 
tions, 24 ea. 
3,000 cases, B-|, ACL Emerald Green Bottles 
& Boxes 24 to '/2 depth case 
30,000 cases, Used 2 doz., 12 oz. amber select 
Beers 
We buy all surpius bottles and Crowns 


PENN BOTTLE & SUPPLY COMPANY 
5619 Cherry Street Phila. 39, Penna. 














OUTSTANDING VALUES!! PRICED TO SELL!! 


1—500 Gallon Sani-tank, Stainless Steel, on Legs, 
w/ Agitator Item 203 

13—500 Gallon Horizontal Glass-Lined Tanks 

1—World Straight Front and Back Bee-Line Labeler, 
Model 120 Item P-3 


JAMIESON PHARMACAL COMPANY 
7924 Riopelle Street Detroit, Michigan 
TRinity 1-2450 








ALWAYS BUYING 


Soda Water Tanks—Block Tin Tubing — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO., INC. 


399 Genesee St. Buffalo 4, N. Y. 








WE BUY— SELL 
BOTTLES ... CASES 


Any type .... large & small Quantities. ‘An 
exchange can be arranged''— contact 
OHIO BOTTLE AND SUPPLY CO. 


420 Morgan Avenue Akron, Ohio 
Akron Phone: PR 3-5145 Cleveland Phone: UT 1-3791 








SPECIAL OFFERING 


Geo. Meyer Quart Washer, 16-wide, 5 comp., 
double end, model 516-9; Ser. B-910-10-1936. 
3/60 220-440 izotor. Price $2,500.00. 

Geo. Meyer Pint Washer, 12-wide, 4 comp., 
double end, model 412-P; Ser. +731; Class 
34-3. 3 60/220-440 motor. Price $2,500.00. 
Also Jumbo model "E" 7-head Crowners, Geo. 
Meyer 34-spout Beer Fillers; Ermold 8-wide 
Labelers. (Pint labeler new in 1947). Equip- 
ment at Patrick Henry Brewery, Marion, Ind. 
Available now. 


PERRY EQUIPMENT CORP. 


1419 N. 6th Street, Phila. 22, Pa. 





National Bottlers’ Gazette 














THE LAST WORD 
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$ 26.5 BILLION this year. That’s not a new tax 
levy—it’s the outlay business in this country will 
make this year for new plant and equipment. 
Authority for the estimate is the Department of 
Commerce, which in announcing it, expressed the 
belief that businessmen in general are showing 
solid confidence in the economic outlook. Reports 
already show that the general level of business 
activity. in the current quarter is up from the 
level of the last quarter. Our own industry activ- 
ity seems to parallel this, if our grapevine is 
working properly. Coupled with a small but sig- 
nificant drop in the cost of living index, the gen- 
eral outlook is good for the first half of the year. 


The cost of doing business in the soft drink 
industry shows no sign of leveling off as yet. 
Contributing most of the slow but steady rise 
are labor costs. One Texas plant had a 55-day 
strike before settlement. Contract negotiations 
are going on in many areas, with bottlers caught 
on the horns of the dilemma of trying to satisfy 
employees’ demands while trying to hold costs 
down. Other complications: the cost of bottles 
will rise again sometime this year, probably after 
the summer. Carbon dioxide gas is going up 
about a cent a pound. And there are many more 
direct and indirect charges which make it vir- 
tually impossible to remain in business unless 
prices are adjusted to meet the situation. 


% 


Cheerful Note: The three largest franchise 
companies report substantial gains and record 
high business levels for 1952, with every pros- 
pect of continued improvement in 1953. Since all 
franchise operations are a reflection of the ac- 
tivity of the bottlers, the N.B.G. forecast last 
November of an industry-wide gain of about 
16°, in 1952 looks like it will be realized—one of 
the three companies exceeded that figure by 1.4¢. 
The industry can use all the business it can get, 
and must make it its business to get all it can 
We have plenty of productive capacity. We need 
volume, although we can no longer measure prog- 
ress by volume alone. The more accurate yard- 
stick is profit. Since we’re already doing all the 
other things, like holding costs down, eliminating 
waste and improving efficiency, the only remain 


ing area of movement is price revision 


Lott Tale. Citit,! 
Water’s Expensive 
... by the Mile! 


@ Why pay freight charges on water? You can cut 
shipping costs by using Pfizer Citric Acid Anhy- 
drous. This popular acidulant differs from the U.S.P. 
er hydrous product only in that it contains no water of 
Use P 1Z crystallization. It means a savings on 8Y4 pounds in 
shipping weight for every 100 pounds of the hydrous 
form you now use, 


You'll get greater uniformity of acidulation in 
your products with Pfizer Citric Acid Anhydrous 
\ because its composition remains constant. It cannot 
dry out, won't cake under proper storage conditions, 
5 nor absorb water from the atmosphere. 
Ni It requires less storage space and handling, too, 
A for one drum in eleven can be saved by using the 


anhydrous product. 
When you order, specify the citric that cuts freight 


costs... Pfizer Citric Acid Anhydrous. For more 
data, write for Bulletin F-201, 


CHAS. PFIZER & CO., INC. 


630 Flushing Ave., Brooklyn 6, N. Y. : 
Branch Offices: Chicago, IIl.; San Francisco, Calif.; Vernon, Calif.; Atlanta, Ga 


Use Pfizer Sodium Benzoate. 
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Manufacturing Chemists for Over 100 Years 
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